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Montgomery Ward’s publicity 
department is planning to run that 
picture of Sewell Avery being 
given a piggy-back by a couple of 
soldiers on the front cover of its 
next catalog, with the caption, 
“We Take Orders From Every- 
body.” 


. a, eee 


Ward’s April sales declined 20%, 
which ought to answer that old 
question about the difference be- 
tween publicity and advertising. 


ee 


Of course it was a denizen of 
Hollywood, imbued with the cyni- 
cism of those who are forced to 
live in a world of big shots, who 
paraphrased it this way: “The 
shortest distance between two 
points is an angle.” 


a e 


Just as your clothes and your 
clubs express your personality, so 
should the name of your town, 
but few advertising men are as 
fortunate in the choice of a place 
to live as Will Townsend, who 
hails from Panacea, Fla. 


a, ae 
“No less a personage than Don- 
ald Duck,” remarks Puck—the 


Comic Weekly, “has aided the 
U. S. Treasury to explain and col- 
lect taxes.” 

Collect, yes; explain, impossible. 


+. ie 


Retailers have asked WPB for a 
declaration of policy “to assist 
dealers in adjusting themselves to 
austerity packaging.” 

That’s a new wartime material 
that nobody enjoys wrapping 
himself in. 

_ oe oe. . 


The Journal of the American 
Medical Association had to recall 
its April 22 issue because it con- 
tained an item subject to censor- 
ship, and reader interest in that 
number immediately went up 
1,000%. 

-— = | 

“How Paratrooper Dennis 

Licks Dry Scalp Menace!” 

_ At least it rhymes, even if it 
isn’t poetry. 
ys V2 


Some things never change, re- 
marks General Tire, picturing a 
beautiful girl and her adoring 
swain. 

And .the boys fighting out there 
hope they never do. 


. Vv 


Maxwell R. Conklin, of the Bu- 
reau of the Census, thinks a lot 
of figures such as the “carved 
bone button index” can be elimi- 
nated from government statistics. 
Yes, but it’s those unexpected 


items that make’ Census reports so 
fascinating. 


, @& F 
Time has launched a series of 
newspaper advertisements on 


‘mindpower,” in which it aims to 
persuade Americans to use their 


heads. In an election year, it’s go- 
ing to be difficult. 
| = 


GONE-BUT-NOT-FORGOTTEN DEPT. 
Verne Burnett has resigned as 
Vice-president of General Foods 
in charge of public relations, to 
°pen his own public relations of- 
fice. His first client will be Gen- 
eral Foods. 
Vay FY 


After Phil Wrigley announced 

that Wrigley chewing gum would 

> be sent overseas hereafter, the 
ubs lost ten straight games. 

Maybe they’d better put in a rush 

order for Battleax plug. 

Copy Cus. 


Containers Tight; 
May Ask New Cut 


in Print Paper 


Study Proposal to 
Cut Publishers 10°, 
More in 3rd Quarter 


Washington, D. C., May 4.—WPB 
officials are quietly weighing the 
idea of asking newspapers, maga- 
zines and commercial printers to 
take new paper cuts during the 
third quarter of 1944 so that more 
pulpwood can be diverted to the 
production of wrapping paper and 
containers, essential to the main- 
tenance of distribution machinery 
on the home front. 

While publishers are already on 
paper rations of approximately 
75% of 1942 usage, container users 
have found themselves in a far 
more precarious position because 
of skyrocketing military demands 
for the limited amount of box- 
board and paperboard currently 
produced. 

Container board is available 
now only on the basis of prefer- 
ence ratings issued by the WPB, 
and hardly a day passes without 
some new regulation to insure that 
the Army and Navy get priority 
on existing shipping materials. Re- 
cently, for instance, a directive 
was issued which provides that 
manufacturers must fill all orders 
for “V-boxes” for military ship- 
ments before they can fill other 
orders. 


Container Shortage Serious 


The shortage of shipping con- 
tainers has seriously hurt all sorts 
of home front commercial activi- 
ties, particularly on the wholesaler 
level. While most firms are ener- 
getically cooperating in the reuse 
campaign which the government 
has sponsored, the original sup- 
pliers frequently demand cartons 
back from wholesalers, who are 
then unable to ship to retailers. 

Much of the argument for shift- 
ing pulp away from printing 
papers to other uses stems from 
the fear that the public will react 
badly to an impending shortage of 
wrapping paper. Wrapping paper 
production is currently 23% below 
the same period of last year. Still 
more significant is the fact that it 
is estimated that only about a 
third of the normal volume of 
kraft paper and bags is reaching 
civilians. 

Heard more frequently in WPB 
now is the argument advanced in 
some quarters last year that the 
public will resent use of paper for 
printing purposes when food and 
other items must be delivered in 
skimpy wrappers. 

While the publishing industries 


(Continued on Page 57) 


65% are Operating 


Postwar Departments. 
See ‘Postwar Planning’, 


Page 22. Other features: 
Adfolk in the Armed Forces........ 20 
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Voice of the Advertiser 
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O/ OF THE ESTABLISHED DAILY MINIMUM VITAMIN 
/O REQUIREMENTS IN 8 OUNCES OF DELICIOUS PERK 


LAUNCHES TEST—To introduce Perk, 
its new tomato juice cocktail, Standard 
Brands, New York, has started a test 
newspaper campaign in Sioux City, la., 
Peoria, Ill., Utica, N. Y., and Harris- 
burg, Pa. Western Advertising Agency, 
Chicago, is the agency. 


U. S. Steel fo Move 
Into Prefabricated 
Housing Field 


Non-Military Items 
to Be Produced 
by Norden Company 


New York, May 4.—With most 
of the country’s biggest corpora- 
tions squaring away for a peace- 
time era expected to usher in the 
greatest competitive struggle busi- 
ness has ever witnessed, two im- 
portant companies this week made 
significant announcements—United 
States Steel Corporation, which 
will move into the prefabricated 
housing field, and Carl N. Norden 
Company, which will produce non- 
military products after the war. 

On the theory that steel will 
have an important place in prefab- 
ricated housing, U. S. Steel has 
arranged to purchase a substantial 


(Continued on Page 58) 


FIC Sets Aside 
Complaint Against 


Listerine Claims 
Leaves Way Open 


for Future Action 
if Deemed Necessary 


Washington, D. C., May 4.—A 
majority of the five FTC commis- 
sioners, confessing their inability 
to resolve a mass of conflicting sci- 
entific opinion about the causes of 
dandruff, halitosis, and the com- 
mon cold, voted today to set aside 
a complaint which trial examiners 
had pressed against the Lambert 
Pharmacal Company for Listerine 
advertising claims. 

In voting to end the four-year- 
old action, which had involved 15 
separate hearings, with 102 wit- 
nesses, 523 exhibits and 7,800 
pages of testimony, the Commis- 
sion sought to leave the way open 
for further action “should future 
events warrant” by issuing an or- 
der “dismissing without preju- 
dice.” 

According to the majority argu- 
ment, this course would enable the 
Commission to conduct further 
hearings along similar lines if the 
occasion arose, but enabled the 
FTC to avoid the difficult task of 
issuing a ruling based on one of 
the several conflicting scientific 
opinions which had been offered in 
testimony. 


Order Not Required 


This course, taken because the 
majority said there was no evi- 
dence that the public welfare re- 
quired an order to stop the prac- 
tices, was sharply criticized by 

(Continued on Page 61) 


Last Minute News Flashes 


Proprietary Group Considers First Co-op Drive 
New York, May 5.—Members of the Proprietary Association are plan- 
ning to contribute $500,000 in time and talent on their radio shows to 


launch the group’s first cooperative 


advertising program in its 62 years. 


One show weekly for 52 weeks would plug the work of the packaged 
medicine industry. The association’s revised advertising code may be 


advertised in trade publications. 
annual meeting here May 15-17. 


Plans may be set at the association’s 


Expands Newspaper Campaign for Air-Wick 

New York, May 5.—Seeman Brothers, which last April began a 
modest campaign in the metropolitan New York area for Air-Wick, 
household deodorizer, through William H. Weintraub & Co., (AA, 
March 22, ’43), is expanding the campaign to 73 additional markets, 
calling for insertions ranging in size from 1,200 to 200 lines in 117 lead- 
ing newspapers. The drive will continue throughout the summer and 


fall. 


Peanut Industry Seeks Fund for Campaign 


Atlanta, May 5.—The National Peanut Council, which met here this 
week, will appoint a committee, through Walter A. Richards, president 
of the council and president of Tom Huston Peanut Company, Colum- 
bus, Ga., to devise means of assessing members to raise funds for a 
publicity, public relations and advertising program in behalf of the 
peanut industry. J. Walter Thompson Company is the agency. 


Bauer & Black Account to Henri, Hurst & McDonald 

Chicago, May 5.—G. A. Percy, advertising manager of Bauer & Black 
Division of the Kendall Company, today announced appointment of 
Henri, Hurst & McDonald, Chicago, to handle advertising of Blue-Jay 


foot products. 


Public Ready for Business 
Leadership, ANA Is Told 


Magazine Research 
Plan Ok.'d; Scope of 
Admen's Jobs Studied 


Rye, N. Y., May 3.—“The pub- 
lic is ready to believe in the lead- 
ership of business, but still has 
certain important doubts” on ex- 
cess profits and the human rela- 
tionships of business, Harold D. 
Read of Opinion Research Cor- 
poration told the spring meeting 
of Association of National Adver- 
— which concluded here to- 

ay. 

Mr. Read presented findings in 
a pilot study for the ANA on “the 
changing trends of public opinion 
toward business.” His address was 
a feature of a session emphasiz- 
ing “advertising’s new responsi- 
bilities as a public servant.” Other 
sessions emphasized the broad- 
ened scope of the advertising man- 
ager’s position and his relation to 
top company management. A re- 
search session introduced a pro- 
gram for measuring readership of 
magazine advertising, announced 
a first study of transportation ad- 
vertising, and progress of continu- 
ing research work in newspapers 
and radio. 


Sees Business Surviving 


Summarizing the public opinion 
findings, Mr. Read said: 

“The public applauds the war 
record of business, and believes 
that business not only can make 
lots of jobs but should advertise 
the fact that it is prepared to 
do so. 

“You can lay your plans for the 
postwar era on the theory that if 
public opinion prevails—and it 
usually does in the long run—you 
will not be taken over by the state, 
and there is still room for individ- 
ual corporate enterprise. The tide 
of public opinion is now running 
with you instead of against you.” 


Reviews Public’s Attitude 


Mr. Read emphasized that this 
study of “the market for manage- 
ment’s social leadership” is as im- 
portant as that for products. He 
presented charts showing that the 
public is impressed with the speed 
and efficiency with which manage- 
ment has met the war production 
problem. After the war, he 
showed, the public thinks that 
wartime controls by government 
can be dropped within six months 
to a year. Four-fifths of those in- 
terviewed said that the govern- 
ment should sell its war plants, 
but “at a fair price,” and the same 
proportion believed that competi- 
tion should decide what companies 
should remain in business after the 
war. 

Most people, however, appar- 
ently assume that business is 
profiteering in the war — the 
median guess on profits being 
about 25%. They believe that in- 
dustry is entitled to a profit of 
10%. 

“The dominant idea in people’s 
minds today is jobs,” he explained. 
“Treatment of labor, wages and 
working conditions” were the 
principal answers to the question: 
“What can a company do to give 
it a good or bad reputation?” Only 
one-third of the people inter- 
viewed expect “a small amount of 
unemployment after the war.” 
Nine-tenths thinks that ex-service 
men should have job preference. 

Five-sixths of companies, Mr. 
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Read said, “have made no pubiic 
announcement of their postwar 
plans,” but “85% of the people ap- 
prove the idea of postwar plan- 
ning.” 

Cc. C. Carr, Aluminum Company 
of America, chairman of the ANA 
public relations committee, in in- 
troducing Mr. Read, said that 
“business executives can learn 
something of the politicians’ habit 
of keeping informed.” He ex- 
pressed the belief that “every ANA 
member some day will be conduct- 
ing a sound public relations job,” 
as well as participating in group 
work of this kind. Mr. Carr de- 
scribed the Opinion Research 
study as a “depth interview” job. 
Exact figures were not made avail- 
able, but the trends were thought 
to be indicative. 

I. W. Digges, counsel to the 
ANA, emphasized these goals for 
public relations: 

“1. Business requires three 
kinds of incentives—to manage- 
ment, labor and capital. It is to 
the public interest that all three 
incentives be preserved. 

“2. To preserve them business 


should be given free scope to trade 
honestly for a profit. 

“3. Business should be freed 
from the invasion of government 
in its normal sphere of activity. 

“4, Neither business nor the in- 
dividual should be subjected to 
the arbitrary action of bureau- 
cracy. 

“5. Business should be enabled 
to exploit the capital values of 
good will.” 

Eugene Meyer, publisher of the 
Washington Post; Harold B. 
Thomas, acting chairman of the 
War Advertising Council, and 
John Sterling, chairman of the 
council’s sponsorship committee, 
also addressed the “public serv- 
ant” session. 


Magazine Study Approved 


A Continuing Study of Maga- 
zine Advertising was ratified by 
the ANA board of directors, with 
appointment of an administrative 
committee for the study, headed 
by Gordon E. Cole, advertising di- 
rector of the Can Manufacturers 
Institute, New York. Serving 
with him will be Robert B. Brown, 


Bristol-Myers Company; Charles 
J. Coward, Nash-Kelvinator Cor- 
poration; A. N. Halverstadt, Proc- 
ter & Gamble Company; W. P. 
Potter, East- 
man Kodak 
Company, and 
W. H. Stedman, 
American Home 
Products Cor- 
poration. 

Mr. Cole 
asked members, ™% 
at a research ~ 
session, to 
“write the 
specifications 
for the kind of 
service we 
want” in the 
study. G. E. Cole 

Introducing a research session, 
William G. Palmer, J. Walter 
Thompson Company, chairman of 
the Advertising Research Foun- 
dation, said that advertising re- 
search, in the 30 years since the 
Audit Bureau of Circulations was 
founded, has progressed more 
“quantitatively than qualitatively.” 

Media research, he added, is in- 
tended to enable advertisers to 
“buy not oil but heat units”; not 


ae 


me FILE DATA === 
In the first three 
months of 1944, 
the Hartford 
Courant carried 
45% of all Hart- 
ford newspaper 


advertising. 
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“PIN-POINT CARBONATION” 
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CANADA DRY, too, covers 
more of its Hartford area 
outlets through its adver- 
tising on the influential 
pages of the Hartford Cou- 
rant — the paper chet’s a 


proved payer. 


A CONNECTICUT INSTITUTION SINCE 1764 
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OUTSTANDING record for any 
independent morning 
newspaper: the Hartford 
Courant continued its 
steady growth in 1943 by 
carrying 40% of local gro- 


cery advertising. 


merely circulation but readership 
or selling units. 

Allen B. Sikes of the Bureau of 
Advertising, ANPA, summarized 
findings in the 72 newspapers 
covered in the first four and a half 
years of the Continuing Study of 
Newspaper Reading. For different 
types of food advertisements, 
readership has varied widely— 
ranging from 81 women per line 
for yeast to 20 women per line 
for bread. Pictures of dogs by 
liquor advertisers (such as the 
Black & White Scotties) have had 
more readers than pictures of dogs 
in dog food advertisements. Fa- 
miliar situations and problems, in 
both news stories and ads, gener- 
ally attract more readers than do 
“foreign” events. 


Study Transportation Medium 


Otis A. Kenyon, Kenyon & Eck- 

hardt, chairman of the transpor- 
tation advertising committee of 
the Advertising 
Research Foun- 
dation, said that 
a trial study in 
Newark had 
been completed 
in a program to 
determine the 
most effective 
use of this me- 
dium, and that 
a “real . 36” 
would be done 
there before 
extending the 
transportation 
advertising 
study to other markets. Factors in- 
volved are the location of the 
cards, frequency and duration of 
contact with readers, frequency 
and duration of the advertising 
copy itself, and attention value of 
new advertising copy. 
A. W. Lehman, president of the 
Cooperative Analysis of Broad- 
casting, reported on recent expan- 
sion in CAB work. (AA, Feb. 7). 
To meet expansion costs, $250,- 
000 will be required in the next 
year. The networks are increas- 
ing their contributions to CAB by 
two and one-half times and rates 
to national advertiser members 
are being raised from 13 to 30%. 
Other radio studies needed, said 
B. C. Duffy of Batten, Barton, 
Durstine & Osborn, a member of 
the CAB board of governors, are 
station audiences for spot radio; 
listenership in non-telephone and 
rural homes; “impact studies” for 
new products in various media and 
with various copy appeals. 


Advertising Called Essential 


“Advertising in my judgment is 
the most essential factor in mar- 
keting —its importance to top 
management is obvious,” Clarence 
Francis, chairman of the board of 
General Foods Corporation, told 
an ANA session on “new concepts 
of advertising functions.” 

Mr. Francis was introduced by 
Carleton Healy of Hiram Walker, 
Inc., chairman of the ANA, who 
described him as a chief execu- 
tive of “the biggest national ad- 
vertiser in the United States.” 

Recalling that in other periods 
legal and financial men, and then 


O. A. Kenyon 


Advertising Age, May 8, 194% 


production men, moved to the top 
of large corporations, Mr. Frangjs 
said that business is now in the 
“marketing era. Marketing has 
always been important, but if we 
are to handle our postwar job Sat. 
isfactorily, marketing must come 
to a higher plane and greater im. 
portance. Without increased may. 
kets, there cannot be _ increageg 
jobs. I personally feel that we 
are at the gateway of the greateg 
marketing era the world has eye, 
known.” 

In General Foods, he explained, 
“our advertising budget is secon 
only to the cost of goods. . . Ty 
us the man in advertising mug 
be of the character and _ intelli. 
gence to qualify him for top man. 
agement.” : 


Must Tell Story 


Discussing the broadened re. 
sponsibilities of advertising from 
the viewpoint of the ANA, Mr 
Healy said that “evidently, it is 
not sufficient to offer sound value 
... Although millions of oy 
countrymen enjoy the comforts 
and conveniences that big busj- 
ness affords to the modest home, 
they denounce big business ip 
general. Too much of the press 
and too many politicians, and too 
large a part of our school system 
appear to be prejudiced against 
us. It makes no _ difference 
whether this situation represents 
a spontaneous public outburst or 
is a result of agitation. This con- 
dition is with us and may become 
worse.” 

A. N. Steele of D’Arcy Adver- 
tising Company showed that ad- 
vertising, until now primarily a 
sales tool, has become part of pub- 
lic and labor relations. “Institu 
tional advertising today reaches 
the heart and person of the public, 
instead of their pocketbook. To-F 


(Continued on Page 59) 


SHOW YOUR SKILL In Getting Som 
Vital War Message Into Every Piece of 
Printing. 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N.Y. 
Specialists in Cooted Papers since 1888 


NEW YORE OFFICE: 250 Park Ave. 


Ture Branuaw Company, National Re 
it, Kansas City, Los Angeles, 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 

offers advertisers a new and highly responsive 

) market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 

—With The Sun alone you can buy a tremen- 


dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpope’ 


esentatives: Atianta, Charlotte, Chicago, Dall® 
emphis, New York, St. Louis, San Francise 
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Until David Wark Griffith's epic “Birth of a Nation” blazed the trail to the hearts of new 
millions, the motion picture was the medium of a small minority. He found the movies 
a vehicle of slap-stick comedy and slap-stick emotion. He brought to the movies the 
genuine in emotional experience. He projected the universal beliefs of all men, the great 
truths, the great natural conflicts, and so made the motion picture the theatre of the 
whole people. 

Like the motion picture, magazines, too, 25 years ago, had not yet reached the hearts 
of the existing millions of Wage Earners. Then True Story, with its sincerity and realism, 
fostered a whole new field of publications, influencing the pattern of nearly all other 
general magazines, as well as radio and newspapers. 

Every month, for 25 years, True Story has travelled its own friendly path into the 
homes and hearts of Wage Earner families, bringing not only entertainment, but enlighten- 
ment and encouragement, a goal for better living. From them, it has received a loyalty 
and acceptance accorded no other magazine, an influence which makes the path smoother 
and shorter for advertisers who would gain the confidence of today’s and tomorrow’s 
most important audience. 


THE COMMON MAN WELL INFORMED Is THE GREATEST FORCE IN 
PRODUCING THE AMERICA WE WANT. 
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‘Commercialism’ 
of Radio Stations 
Assailed by Durr 


Columbus, O., May 5.—FCC 
Commissioner C. J. Durr, lament- 
ing “the almost complete commer- 
cialism of radio programs,” told 
the 15th Institute for Education by 
Radio here tonight that “it is one 
thing for advertising to be used as 
a means for supporting a very vital 
instrumentality for public service, 
and entirely another when a vital 
instrumentality for public service 
becomes predominantly an adver- 
tising medium.” 

Good sustaining programs are 


becoming fewer and fewer, Mr. 
Durr told his audience. “During 
the evening hours, they have just 
about disappeared from the air,” 
he said. 

“It was one thing for broadcast- 
ers to be generous with the time 
when it couldn’t be sold,” he said, 
“it is quite another when an ad- 
vertiser is ready to pay a good 
price for it.” 


Cites Figures 


Asserting it is unfair to expect a 
business man’s self restraint to be 
stronger than his business motives, 
Commissioner Durr outlined what 
he called “concentration” in the 
control of radio, by which 600 net- 
work stations, controlling 95% of 


the nighttime broadcasting power 
in the country, received 40% of 
their revenue from the networks. 
These networks were dependent on 
144 advertisers and a smaller num- 
ber of advertising agencies for 97% 
of their income. 

“A network contract is the big- 
gest economic asset a station could 
have,” Commissioner Durr said. 
“Many of them could not survive 
without network affiliation, and 
few of them could prosper without 
= 

One-eighth of NBC’s business 
was from one advertiser, and two 
advertisers provided almost one- 
fourth, he said. Ten accounted for 
60% of the busiress, A seventh 
of the Blue Network’s business was 
from one firm, a fourth from two. 


A similar situation exists on CBS 
and Mutual, he insisted. 

“Concentration in the hands of 
advertising agencies is still great- 
er,” he said. Commissioner Durr 
said 74% of the total billings of 
the four networks were in four in- 
dustry groups during 1943: Food, 
beverages and confections, 25.5%; 
drugs, 20.5%; soap and cleansers, 
14.6% and tobacco, 12.5%. 


Jewett, Fox Named V. P.s 


Frank B. Jewett Jr., manager of 
the newly-formed vacuum engi- 
neering division of National Re- 
search Corporation, Boston, and 
John M. Fox, in charge of admin- 
istration and sales, have been 
elected vice-presidents. 
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The Victory Ship Design’ 
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Another Outstanding 


Example of 


LEADERSHIP 


S of April 1, 1944, the U. S. Maritime Commission 
had placed contracts for the construction of 346 
new Victory ships. Contracts for 1150 more are con- 
templated by July 1—making the colossal total of nearly 


1500 to be built. 


The new Victory ship is supplanting the slow, emer- 
gency Liberty ship as the major part of America’s 
stupendous wartime merchant shipbuilding program. 


Right now, the facts about the Victory ship are hot news 
to marine men. That’s why Marine Engineering and 
Shipping Review took the earliest opportunity to give 
the industry authoritative design and engineering in- 


formation on this vessel. 


Its April issue is devoted to 


a comprehensive description of the Victory ship, includ- 


ing the general plans and its equipment and materials. 


The April issue marks another outstanding Marine 
Engineering editorial service. It will be in constant use 
while the 1500 Victory ships are being built. It will be 
a live reference as long as these vessels sail the seven 
seas. These descriptive features form an important part | 
of the industry’s library of essential information. Files 
of Marine Engineering are kept for years by marine 
men to obtain authoritative ship data—often the only 
records of the kind available! 


Editorial leadership of this kind speaks for itself. 
Write for a copy of our booklet, “1944 Shipbuild- 


ing Market.” 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3 
National Press Bldg., Washington 4, D.C. 
530 W. 6th St., Los Angeles 14 


a 
j ; 


Terminal Tower, Cleveland 13 
800 Montgomery St., San Francisco 4 


1088 Henry Blidg., Seattle 1 


Advertising Age, May 8, 1944 


C-P-P Elects Peet, 
Reilly New V. P.’s 


Roy W. Peet, assistant to the 
president of Colgate-Palmolive. 
Peet Company, Jersey City, and 
James A. Reilly, manager of the 


Roy W. Peet J. A. Reilly 
C-P-P soap sales division, were 
elected vice-presidents of the com- 
pany at the annual meeting of 
stockholders, held recently in Jer- 
sey City. 

With the company for the past 
25 years, Mr. Peet has held various 
important positions, including ad- 
vertising manager and director of 
advertising. As vice-president, he 
will be responsible for research 
and development, market research 
and new products departments, 
Mr. Reilly, who is rounding out 
his 20th year with C-P-P, has 
served in various sales capacities, 
His new title is vice-president, 
manager soap sales. 


Simmons Joins Calvert 


Harry Simmons, author and lec- 
turer on sales education, and for- 
mer sales executive of Heinn Co, 
Milwaukee, and Sears, Roebuck & 
Co., Chicago, has been named di- 
rector of sales training of Calvert 
Distillers Corporation, New York. 
He will be in charge of all activi- 
ties of the company’s manpower 
development program, consumer 
education work, and sales training 
policies. 


“A 
WATCHED 
SPOT 
NEVER 
SPOILS!" 


Exclusive 


National 
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and WRIGHT-SONOVOX, Inc. 
. 
For latest radio information, call 


FREE & PETERS, inc 


Pioneer Radio Station Representatives 
Since May 1932 


CHICAGO: 180 No. Michigan...... Franklin 6373 
NEW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 322 Palmer Bidg.......... Main 5667 


SAN FRANCISCO: {11 Sutter........ Sutter 4353 
HOLLYWOOD: 6331 Hollywood Bivd.......-.: 


Hollywood 215! 
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Your total Institutional Market 
includes the following Institu- 
tions: 


e HOTELS 

e HOSPITALS 
e SCHOOLS 
e RESTAURANTS 

e INDUSTRIAL CAFETERIAS 
e COLLEGES — 

e PUBLIC INSTITUTIONS 

e YMCA’s and YWCA’s 

e@ RAILWAY SYSTEMS 

e@ STEAMSHIP LINES 

e PUBLIC BUILDINGS 

e OTHER INSTITUTIONS 


and . . . for the duration of the war—in 


One of a series of market studies by 
INSTITUTIONS Magazine. 


... Total Institutional Market Equals $9.25 Billions! q 


he institutional market as a whole totals 


91/4 billion dollars. Industrial cafeterias comprise one installations with a seating capacity of 923,800, and 
of the most rapidly growing segments of this market. 


with a daily meal output of 4,270,000. 
These alone offer a potential market to manufacturers 


: ‘ . Complete results of this survey have been published! 
= eptonent oe, — and supplies amounting in booklet form as indicated in the illustration above. 


furnishings, food products and supplies for 2,725 new 


’ ; The industrial cafeteria segment of the institutional 
INSTITUTIONS Magazine has just completed a snadiiak ts cussed ten g Oe the 
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addition to its regular circulation, INSTITU- tabulations show, among other things, that 1944 will Full details covering both the total institutional iam 
i eae a A ft . pd ge no bring about a 60% expansion of existing industrial market and the industrial cafeteria segment are a 
cinpal sending prodeet ter Biase heey engaged cafeteria facilities which will require new equipment, available in booklet form upon request. 
Duluth - . si 
.. Fa a 
—— . 


— city | Con sult Your ADVERTISING AGENC The statistical data obtained through INSTITUTIONS Magazine's survey of 
yuisville 


industrial cafeterias has been placed in the hands of advertisi i 
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Pan American to 


Push Coffee Sales 
During Hot Months 


New York, May 3.—Pan Ameri- 
can Coffee Bureau, in cooperation 
with the National Coffee Associa- 
tion, will endeavor to stimulate 
greater consumption of coffee dur- 
ing the summer months and will 
launch a national advertising cam- 
paign on behalf of iced coffee dur- 
ing June, July and August. 

Incorporating the current copy 
theme acclaiming coffee as Amer- 
ica’s all-occasion beverage, the 
iced coffee campaign will urge 
consumers to “Have Another 
Glass.” Keyed to the slogan, “Cool 
Off with Iced Coffee,” advertise- 
ments will appear in 123 news- 
papers, opening in the South and 
working north with the changing 
climatic conditions. 

Two-color ads will appear in 
American Magazine, Country Gen- 
tleman, Good Housekeeping, 
Ladies’ Home Journal, Life and 
The Saturday Evening Post, while 
business papers will carry the iced 


coffee promotion to grocery, drug, 
restaurant, hotel, club, institution, 
soda fountain and coffee trades. 
Rounding out the intensive drive, 
Pan American will supply new 
point-of-sale promotional material 
in the form of pennants, window 
streamers, back bar strips, restau- 
rant cards, table tents, recipe fold- 
ers and menu stickers. 

The entire campaign is described 
in detail in a new brochure being 
distributed to the coffee trade, 
which outlines how it can take ad- 
vantage of the promotion to in- 
crease summer sales of coffee. 

J. M. Mathes, Inc., handles the 
account. 


Names Alley & Richards 


Tilo Roofing Company, Stratford, 
Conn., has appointed Alley & Rich- 
ards, New York, as its agency, 
and has released its first major 
advertising program, breaking 
with a spring campaign in about 
75 newspapers serving the eastern 
areas in which Tilo’s 42 branch of- 
fices are located. Tilo manufac- 
tures roofing and insulating siding 
materials which are applied by the 
company’s locally trained me- 
chanics. 


Lane Witt Joins 
‘Industrial Marketing’ 


Lane Witt, formerly manager of 
valve and fitting advertising of 
Crane Co., Chicago, has been ap- 
pointed manag- 
ing editor of 
Industrial Mar- 
keting. 

Mr. Witt, who 
was with Crane 
for seven years, 
had been in 
charge of valve 
and fitting ad- 
vertising since 
1941. He was 
president of the 
Chicago Indus- 
trial Advertis- 
ers’ Association in 1942, and served 
as a director of the National In- 
dustrial Advertisers’ Association in 
1942 and 1943. 

He was secretary of the Chicago 
Federated Advertising Club in 
1943, relinquishing the position be- 
cause of pressure of business. He 
has a wide acquaintance through- 
out the industrial advertising and 
marketing field. He assumes his 
new post today. 


Bees See ra Peo 


Lane Witt 


one does it—in Philadelphia 


Did you know that one newspaper is read daily by nearly 4 out 
of 5 Philadelphia families? That it goes home in this city of 
homes? That its circulation of over 600,000 is the largest 
evening circulation in America? That as an advertising 
medium, it thoroughly covers the Philadelphia market? One 
newspaper — and that newspaper is The Evening Bulletin. 


In Philadelphia—nearly everybody reads The Bulletin 


$500,000 Ad 
Drive to Back 
‘The Hitler Gang’ 


New York, May 4.—In one of 
its most intensive campaigns, 
Paramount Pictures is currently 
advertising its latest film, “The 
Hitler Gang,” in newspapers, ra- 
dio, and outdoor posters with a 
$500,000 budget, which is expected 
to be spent within the next four 
months. This sum will be multi- 
plied two or three times by indi- 
vidual exhibitors who will place 
their own local advertising in their 
respective territories where the 
picture will be shown. 

Although newspapers will carry 
the backbone of the campaign, 
with a spokesman for Paramount 
telling ADVERTISING AGE _ about 
$300,000 will be spent in that me- 
dium, radio is coming in for a 
more substantial part of the ad- 
vertising appropriation than origi- 
nally earmarked, since newsprint 
shortages and _ space. rationing 
make it impossible for Paramount 
to place all the advertising it has 
scheduled. 


Space Drastically Cut 


In this connection, it was said, 
Paramount has been drastically 
cut by New York newspapers in 
the space it has ordered and con- 
sequently has bought more radio 
time. As an example, Station WJZ, 
key outlet of the Blue Network, 
took this occasion to announce 
that it is celebrating the estab- 
lishment of a new record for the 
station in the form of the largest 
commercial order ever placed on 
one station by a single client for 
one week. The client is Para- 
mount, which is spending $8,000 
during this one week to promote 
“The Hitler Gang.” 

No special magazine campaign 
has been scheduled, but Para- 
mount will use its standard one- 
color space in ten national maga- 
zines to tie in with promotion in 
other media. 

Radio advertising will be in the 
form of chain breaks, one-minute 
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spots and participation programs, 
The account is handled by Bu. 
chanan & Co. 


Cowles Sells 
KSO for $275,000 


Des Moines, Ia., May 4. — Iowa 
Broadcasting Company, operated 
by the Cowles brothers, owners of 
the Register and Tribune here, has 
sold Station KSO, Des Moines, for 
$275,000 to Kingsley H. Murphy, 
part owner of Station WTCN, Min. 
neapolis. 

The sale, made in compliance 
with the FCC duopoly order, jg 
subject to FCC approval. Transfer 
is expected to take place within 
the next 60 days. 

Iowa Broadcasting Company wil] 
continue to operate Station KRNT, 
Des Moines. Studios will be estab. 
lished in another building for KSO, 
but both KSO and KRNT will 
continue to operate from the same 
transmitter for the duration. KSO 
will remain a Blue Network and 
Mutual station, while KRNT will] 
continue on the CBS web. 


Steffy Elected V. P. 
of Yankee Network 


George Welsh Steffy, formerly 
director of production for the Yan- 
kee Network, Boston, has been 
elected vice- 
president in 
charge of pro- 
grams for the 
chain. The 36- 
year-old execu- 
tive has spent 
his entire radio 
career of 17 
years with the 
Yankee Net- § 
work, beginning 
as a radio op- 
erator at Sta- 
tion WEAN, 


G. W. Steffy 


Providence, R. I. 

He assisted in the building of 
WEAN ’s first transmitter atop the 
Biltmore Hotel and in 1929 was 
transferred to WNAC, Boston, be- 
coming production director of the 
station in 1935. 


BAG THE 


NON-METROPOLITAN 
MICHIGAN MARKET 


with advertising in the 
MICHIGAN LEAGUE 
of 


HOME DAILIES! 
WA 


Your Michigan advertising pat- 
tern will look like this if you use 
the 25 Lower Peninsula news- 
papers that are represented on 
the map by a dot. 


Any way you figure it you can't 
cover Michigan unless you use 
these non-metropolitan home- 
town daily papers. 


Blanket coverage in each trading area and 
thorough readership give maximum advertis- 
ing value. 


For full particulars write or phone the National 
advertising representative 


SCHEERER & CO. 


New York 17 
441 Lexington Avenue 
Phone: MUrray Hill 2-2423 


Chicago 1 
35 E. Wacker Drive 
Phone: STAte 7942 
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THE CROWELL-COLLIER PUBLISHING 


When G.I. Joe 


comes back 7 


Irs COMING! A tidal wave of immigration 
unparalleled in history ... the immigration of 
more than 10,000,000 American men who “will 
have destroyed half a world,” and who will re- 
turn, avid to rebuild this half they call home. 
They’re not going to be content with the crusts 
of half-baked opportunities. This war of special- 
ists has put scientific knowledge in their heads, 
new tools in their hands, taught them persever- 
ance, initiative, vision, cooperation. America’s 
great ace of the last war, home from the battle- 
fronts of this one, writes an eye-opening article 
that points-up the knottiest post-war problem 
of business and industry, in the June issue of The 
American Magazine, now on the newsstands: 


CAPTAIN EDDIE RICKENBACKER’S 
MASTERS OF TOMORROW 


They left us, the lost generation of a stag- 
nant decade... without work, marking time 
at insignificant jobs, without challenge, stim- 
ulation or future. They’re coming back men 
... hungry for the opportunities American 
business will make for them, or they'll make 
for themselves. Is it going to be evolution 
or revolution? Captain Rickenbacker puts the problem 
squarely up to every one of us who employs labor. 


We 


DEWEY TAFT BRICKER  STASSEN WARREN 


FAVORITES 
IN THE G.O.P. SWEEPSTAKES 
by BEVERLY SMITH 


With the Republican party riding high, The 
American Magazine sent its keen political 
observer to look over the field. His brilliant 
report gives you a close-up picture of out- 
standing bets in the presidential stable. It will 
takeastrongrunner, hesays, to beat Roosevelt. 


Who edits The American Magazine? 
Who selects its fine fiction? Who picks 
its timely, informative articles? Who, 
month in and month out, sets its 
table of contents with a balanced read- 
ing diet for both the head and heart? 


In the final analysis, people like you 
do! Their desires, their aspirations, ex- 
pressed in our continuing studies of 
reader reaction, plus their letters to 
our editor ... make The American Mag- 
azine; make it a newsstand sell-out; 
make it as individual as the thumb- 
prints with which they turn our pages. 


Yes! The American Magazine is the 
“people who give a damn”... and 
they are America’s middle millions 
whose collective backbones - stiffen 
the spine of a fighting United States. 


SHARE IT, THEN SAVE IT FOR THE 
GOVERNMENT'S WASTE PAPER DRIVE 
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Hooper to Present 
89-City Survey; 
CAB Reveals List 


New York, May 4.—Subscribers 
to Hooper Radio Reports at the 
Hotel Biltmore on May 8 will re- 
ceive a detailed presentation of 
results of the network sponsored 
(CBS, MBS and NBC) 89-city sur- 
vey of radio audiences, announced 
last February by C. E. Hooper, Inc., 
as an added means of comparing 
audiences to -network sponsored 
programs in representative cities 
of 25,000 population or over with 
the usual thrice monthly 32-city 
Hooperatings. Hooper also an- 
nounced that subscribers in Chi- 
cago and nearby cities will witness 
a similar presentation at the Drake 
Hotel, May 10. 

Most interesting result of the 89- 
city survey, Mr. Hooper reported, 
was the discovery that for all pro- 
grams employing 100 or more 


stations, the ratings taken in these 
cities were almost identical with 
those taken in the 32 “Hooper” 
cities. As illustration, evening 
sponsored network programs on 
100 or more stations rated 11.8 in 
the 32 cities, and 11.7 in the 89 
cities, while daytime Monday 
through Friday programs rated 5.2 
in the 32-city Hooperating, 5.6 in 
the 89-city Hooperating. 


CAB Releases List 


Coincident with the Hooper an- 
nouncement, Cooperative Analysis 
of Broadcasting released a list of 
81 cities which it plans to cover 
semi-monthly with its newly-ex- 
panded schedule, plans for which 
were announced in February (AA 
Feb. 7). The list, selected to pro- 
vide CAB members with a repre- 
sentative cross-section of cities of 
50,000 population and over, in- 
cludes the former schedule of 33 
cities, on which publication of 
comparative ratings will be con- 
tinued, plus the 48 new interview- 
ing areas. 

Distributing the interviewing 
units by the nine major U. S. 
census geographic areas, the CAB 
plans to make 14% of its calls in 


/ 


H. A. Stearns 


about June 1. 


cities of 500,000 to 1,000,000 and 
16% of the calls in the 50,000 to 
100,000 population group. 


Stearns Named Space 
Buyer for Duane Jones 


Harold A. Stearns, for the 
past nine years with Marschalk & 


Pratt as asso- 
sociate buyer of 
all media, has 
joined Duane 
Jones Company, 
New York, as 
space buyer. He 
will be in 
charge of all 
space buying in 
newspapers, 
magazines, and 
trade papers. 


has just ac- 


quired the account of Hudson 
Pulp and Paper Corporation, New 
York, and is working on an adver- 
tising campaign for the company’s 
household paper products to break 
Local spot news- 
casts and newspapers will be used 
in New York, Philadelphia, Balti- 
more and Washington. 


Not all companies are as far from their original production as 
the pickle manfacturer who makes airplane wings. But a recent 
survey shows that | out of every 5 major companies plans to 
invade new fields after the war. These companies are becoming 
horizontal in their operation. Here’s where the horizontal medium 
wields extra weight. A magazine like MODERN PACKAGING, 
which covers the activities of 44 separate industries, unifies a 


vast market out of their packaging function. Read by execu- 


tives in the largest packaging firms, MODERN PACKAGING 


wraps up a $5-billion purchasing power for its advertisers who 


are the suppliers of packages, machinery, materials, services. 


No matter which way the subscribers jump, MODERN 


PACKAGING has them covered. An advertisement today in 
MODERN PACKAGING becomes even more meaningful as 


the readers broaden their activities. 


MODERN 


PACKAGING MAGAZINE 


122 EAST 42nd STREET @ NEW YORK 17, N. Y. 


The agency 


Advertising Age, May 8, ig 


Current Network Hooperatings 


Evening Program Audiences — April 15-21 
MOST LISTENERS PER SET: 


Program Total 
1. The Shadow 3.14 
2. Great Gildersleeve 3.11 
3. Your Hit Parade 3.01 
3. Take It or Leave It 3.01 
Most Men: Upton Close, with 


Most Women: 


Drug, Inc.) 
Most Children: 


Sponsor 
Delaware, Lackawann; 
& Western Coal 
Kraft Cheese 
American Tobacco 
Eversharp 
1.09 (Lumberman’s Mutual) 


Manhattan Merry-Go-Round, with 1.59 (Sterlin, 
Terry and the Pirates, with 1.37 (Quaker Oats) 


MOST SETS IN USE: 


1. Tuesday, 9:00-9:15 p.m., EWT.. 


Programs: Famous Jury Trials (Williamson Candy) 
Burns and Allen (Lever Bros.) 
Gabriel Heatter (Zonite) 
Mystery Theater (Sterling Drug, Inc.) 


. 


2. Tuesday, 10:00-10:15 p.m., EWT 


Programs: Raymond Gram Swing (Socony) 
Bob Hope (Pepsodent Co.) 


3. Tuesday, 9:30-9:45 p.m., EWT 


Programs: Spotlight Bands (Coca-Cala) 
Report to the Nation (Elec. Co.’s Adv. Program) 
Fibber McGee & Molly (S. C. Johnson & Son) 


HIGHEST SPONSOR IDENTIFICATION 


Radio Theater, with 91.4%. 


Correct Product, 91.4% (Lever Bros) 


“FIRST FIFTEEN” EVENING PROGRAMS 


Net- Rat. 
Program Sponsor Product work ing 
Bob Hope Pepsodent Co. NBC 345 
Fibber McGee & Molly 8S. C. Johnson & Son NBC 33.) 
Charlie McCarthy Standard Brands Chase & Sanborn— 
Stams NBC 27. 
Red Skelton* B & W Tobacco Raleighs NBC 25. 
Radio Theater Lever Bros. Lux Soap and Flakes CBS 245 
Davis with Haley National Dairy Sealtest NBC 244 
Jack Benny General Foods Grape Nuts NBC 23.4 
Mr. District Attorney Bristol-Myers Vitalis, Ingram NBC 221 
Take It or Leave It Eversharp CBS 22.) 
Screen Guild we A Esther CBS 21 
Abbott & Costello R. J. Reynolds Camels NBC 215 
The Aldrich Family General Foods Postum NBC 215 
Walter Winchell Jergens Co. Jergens Lotion NBC 21 
Kay Kyser American Tobacco Lucky Strikes NBC 204 
Bing Crosby Kraft Cheese Co. Various products | NBC 18 


*Includes computed measurement for 
Hooperating. 


Eastern area portion of the Network 


J. E. Thomson Advanced 


James E. Thomson, formerly in 
the St. Louis and Chicago offices of 
West-Holliday Company, newspa- 
per representative, has been named 
to take charge of the organiza- 
tion’s Portland, Ore., office, suc- 
ceeding M. Ross Mackey, resigned. 


Smith to Philip Carey 


E. W. (Pat) Smith, former) 
with Johns- Manville Sales Cor. 
poration, has been named vice. 
president and director of the Philip 
Carey Mfg. Company, Cincinnati 
O., and its subsidiaries, building 
material producers. 


HELPS RED 


blood plasma as a life-saving agent. 


was processed into plasma at the 


American soldiers. 


LIFE LINE 


FILL PLASMA QUOTAS 


The Beacon Journal Life Line, 
enrollment of qualified persons as blood donors through the 
American Red Cross Blood Donor Service, was organized in October, 
1943. At that time, the Beacon Journal undertook to promote a cam- 
paign to arouse interest in blood-giving, stressing the importance of 


As of April 15, 1944, membership in this humanitarian group 
exceeded 25,000 persons from all walks of life, and a total of 
6,337 pints of blood had been donated by Akron residents. This blood 


doing valiant service at the many battlefronts . . 


As an indication of the importance of the Beacon Journal Life Line 
to the American Red Cross, Mrs. L. L. Smith, chief of the Blood 
Donor Service in Akron says,” Without the aid of the Beacon Journal Life 
Line it would have been impossible for the Red Cross to fill its quotas.” 


CROSS 


a volunteer organization for the 


Bedford Laboratories and is now 
. saving the lives of 


Represented by: 
STORY, 
BROOKS 


& FINLEY 


NEW YORK — CLEVELAND 
PHILADELPHIA 
LOS ANGELES 
CHICAGO — ATLANTA 
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- I read every issue with 
interest." 


alter Geist, President 
LLIS-~CHALMERS MANUFACTURING CO. 


—an exclusive feature (Title Reg.U.S.Pat. 
Off.) of The United States News... 
TOMORROW is a look ahead. What’s com- 
ing in the way of government action? How 


will it affect my business? What is indi- 


cated for my Industry—my Profession? 
. .« 200,000 important people post them- 


selves each week on what is liable to 


happen to their interests TOMORROW ... 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


Daniel W. Ashley 
Vice President in charge of Advertising 


—— 


NEWS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 


———e 
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Chernow Co. Opens 


Sam Chernow, formerly of Les- 
ter Harrison Associates, New 
York, has resigned to open his own 
advertising agency. The Chernow 
Company, at 350 Fifth Ave., New 
York. The telephone number is 
Pennsylvania 6-7037. The new 
agency reports a list of local 
clothing accounts, among others, 
using trade paper advertising. 


Packard Ads Hail 
Veterans Now on 


Production Line 


(Picture on Page 63) 


Detroit, May 3.—Proclaiming the 
wartime exploits of discharged 
service veterans now helping “‘fin- 
ish the job” at the Packard plant, 
a new series of dramatic adver- 
tisements will break soon in na- 
tional magazines for Packard Mo- 
tor Car Company. 

The series reproduces, in a 
regular war front dispatch man- 
ner, true stories of service men 
who have risked their lives in 
combat, who wear the Purple 
Heart, and who have joined Pack- 
ard’s other 36,000 war workers in 
helping meet the plant’s war pro- 
duction quotas. 

Original oil paintings provide 
the dominant illustration for each 
advertisement, picturing the event 
described in the copy. Infinite 
pains have been used to reproduce 


‘jin exact detail the action por- 


trayed, with the soldier questioned 
about the time of day, the clothes 


he was wearing, the foliage and 
other outstanding bits of evidence 
which the artist incorporates on 
the canvas. 

“How Private Jim Thornbro 
lived to fight again” is the head- 
line of one of the ads, which are 
scheduled to appear as four-color 
pages in American Magazine, Col- 
lier’s, Life, Newsweek, The Satur- 
day Evening Post and Time. The 
copy “dispatch” and illustration 
depict how Thornbro, caught in 
machine gun cross fire when his 
tank was hit near the German 
lines in North Africa, crawied a 
quarter mile back to the Ameri- 
can lines though severely 
wounded. 


Back ‘Fighting’ Again 


“Jim Thornbro isn’t the kind 
that quits,” the ad says. “Today, 
after months in hospitals, he is 
fighting again—fighting on the 
production line at Packard, where 
he is helping to turn out combat 
engines for former comrades.” 

There are more than 300 vet- 
erans at Packard. A smaller il- 
lustration, which shows Thornbro 
at work gear-grinding, is accom- 
panied by a note explaining that 
he is one of 15 wounded veterans 


a 
ew) GAIN AND LOSS PERCENTAGES - 52 CITIES 6 
WARCH 1944 - 1943 Loss GAIN 
CLASSIFICATION. 30 20 10 0 10 20 30 
RETAIL 6. 
Generar 7.4 
AUTOMOTIVE -18.4 
Financial 2.7 
Toray DisPLay 5.9 
CLASSIFIED -2.0 
TOTAL ADVERTISING 4.0 
Department Stores 2.3 
JANUARY | = MARCH 31, 1944 = 1943 
RETAIL 3.9 oe 
GENERAL it.t ARO 
AUTOMOTIVE 3.1 ~— 
FiNANCIAL 6.4 | 
Tota Diseray 5.4 
CLaAssiFicD 5.2 
TOTAL ADVERTISING 5.4 
DePartwent Stores 0.0 
0 20 10 0 10 20 30 


GAINS PREDOMINATE—Only automotive advertising is on the “loss” side of 
the ledger in newspaper advertising linage figures compiled by Media Record; 
for March and the Jan. |-March 31 periods. 


at Packard who wear the Purple 
Heart. The magazine series is being 
backed up by a newspaper release 


WITH AN EYE TOWARD 


Identify your outlets in the Classified NOW! 


If people can easily find your outlets, they 
are sure of getting authorized service for 
your product. Thus, they will enjoy better 
performance and satisfaction from it for 


the duration. 


The resulting goodwill will help create 
sales when your dealers are again stocked 


with new merchandise. 


Trade Mark Service in the busy pages 
of the Classified section of telephone direc- 


Bepras 


tories offers the means of identifying your 
outlets in local markets. You simply list 
dealers’ names, addresses and telephone 
numbers under your trade mark or brand 


name where you have distribution. 


This service may belong in your post- 
war selling plans. Why not get the details 
from a Directory Representative? 
Call him at the business office of 


your telephone company. 


— 


in all distributor cities which ip. 
cludes four 550-line ads thi 
month, based on Packard serving 

Young & Rubicam handles th 
account. 


ANPA Committee 
Plans Enlargement 
of Its Ad Bureau 


New York, May 2.—The -con. 
mittee in charge of the Bureau of 
Advertising, American Newspaper 
Publishers Association, at session; 
held here last week considered in 
detail a plan greatly to enlarg 
the bureau. It also discussed 
arrangements to extend its ac. 
tivities for the postwar develop. 
ment of advertising. 

Among other business, the con- 
mittee decided to renew a grant 
of $10,000 for the current year t 
the American Association of 
Newspaper Representatives for the 
work of its new business commit- 
tees. 

The committee also took appro- 
priate action on the deaths of Col 
Frank Knox, Secretary of th? 
Navy and publisher of the Chicago 
Daily News; Samuel Emory 
Thomason, publisher of the Chi- 
cago Times; and Henry H. Con- 
land, publisher of the Hartford 
Courant, all of whom had bee 
members of the committee fo 
many years. 


Reeves, Ferris, Named 
V. P.’s of Ted Bates 


Rosser Reeves and Clinton Fer 
ris, who have been with Te 
Bates, Inc., New York, as copy- 
writers since the formation of the 
agency in 1940, have been electe 
vice-presidents. 

Mr. Reeves was formerly wit 
Blackett-Sample-Hummert as copy 
chief of its New York office. M. 
Ferris was formerly with Bento 
& Bowles, New York. 


More than 24,000 fa 
workers now busy produc 
for military needs will — wi 
war ends — be engaged 
producing for civilian requ 
ments. 


THE BATTLE CREEK 
ENQUIRER **» NEW 
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- No{Distribution Formula 


Postwar merchandising is going 
to see some radical changes in dis- 
tribution, if the present picture of 
préliminary operations is de- 
veloped. There will be a wild 
scramble for distribution outlets, 
with the development of new 
types of distributors for many 
products, and a disposition to ig- 
nore conventional channels of 
distribution. Jobbers and dealers 
will carry new lines, and the pat- 
tern will be confused as far as the 
maintenance of the prewar clean- 
cut and well recognized lines of 
distribution which have been char- 
acteristic of many fields is con- 
cerned. 

The thing to emphasize at this 
time, however, is that there is no 
set formula which will provide a 
manufacturer with the ideal dis- 
tributive system. What is one 
man’s meat may very well be an- 
other man’s poison; and prices and 
competitive conditions may be the 
determining factors in deciding 
both what type of distribution and 
what kind of distributors and 
dealers are best qualified to do the 
job for a given product or manu- 
facturer. 

For instance, we have heard in 
the past week of two houses which 
are following diametrically op- 
posed plans for current and post- 
war distribution. In the light of 
their particular problems, each 
seems to have found the correct 
solution. But it is equally obvi- 
ous that no generalized conclu- 
sions can be drawn from their pro- 
grams, except that each manufac- 


Lumbermen’s Mutual Casualty 
Company recently called attention 
to a situation which is getting 
worse as wartime restrictions are 
gradually relaxed—the increasing 
number of motor traffic casualties. 
In its annual report this leading 
automobile insurance company 
pointed out that from Pearl Har- 
bor to Jan. 1, 1944, war casualties 
of all types totaled 139,858, while 
traffic casualties were 1,954,000. 

The report includes the follow- 
ing comment: 

“It is apparent that any relaxa- 
tion of driving restrictions is fol- 
lowed immediately by an increase 
in the number and seriousness of 
accidents. In less than a week af- 
ter the ‘no pleasure driving’ ban 
was lifted on the Atlantic Sea- 
board, Lumbermen’s had a sharp 
increase in accidents, which has 
continued unabated up to this time. 

“One survey completed late in 


turer has his own special situation, 
and that the distribution prescrip- 
tion must be written with it in 
mind. 

In one case, a manufacturer of a 
household appliance who has been 
selling through a certain type of 
jobber, with no direct sales what- 
ever, has now completely switched 
to direct dealer sales, the jobbers 
being entirely eliminated. Here 
the compelling factor is the retail 
price. To meet competition, prices 
have to be reduced, and the long 
margins of the wholesale distribu- 
tors in this field represented a 
hurdle which had to be sur- 
mounted. This manufacturer is 
certain that his direct selling pro- 
gram will be more economical and 
will result in a better competitive 
situation. 

In another case, this one in the 
poultry supply field, where mail- 
order selling has been the rule, a 
leading manufacturer has decided 
to go through hardware jobbers 
and dealers hereafter, in order to 
develop larger volume and reduce 
costs. Carload deliveries to job- 
bers will enable the manufacturer 
to reduce shipping charges, and 
more aggressive merchandising by 
hardware dealers will greatly 
broaden his market, he feels sure. 

These two examples are typical 
of what is going on, and merely 
suggest that no manufacturer 
should feel satisfied that his pres- 
ent distribution set-up is ideal un- 
less it performs on the basis of 
producing maximum volume at 
minimum cost. 


A Greater Killer Than War 


1943 indicated that less than half 
the motorists are observing the 
35-mile-per-hour speed limit. 
Traffic fatalities for the last quar- 
ter were 10% greater than in the 
last quarter of 1942.” 

In view of the manpower situa- 
tion and the tremendous toll on 
industrial production alone which 
these figures reveal, it seems to us 
that the War Advertising Council, 
the automobile, tire and petroleum 
industries and the insurance com- 
panies have before them an obvi- 
ous need for advertising which 
will impress on the American pub- 
lic the ugly facts of motor traffic 
to accidents at home. 

We are shocked by the losses of 
war, but we are complacent in the 
face of greater casualties at home. 
This is an unnecessary loss which 
all of those directly concerned 
should be interested in doing 
something about, 


Newark Evening News, in 
Drug Trade News 


“I'm planning an electronics department—we gotta get the postwar jump on 
those other 421 drug outlets in Essex County." 


Free Enterprise 

The Creative Man, who runs a 
much flossier corner than this far- 
ther back in this paper, may not 
agree with our idea that the news- 
paper advertising placed by Ter- 
minal Barber Shops last week in 
celebration of the company’s 36th 
anniversary was hot stuff, but your 
Ad-libber doesn’t care. If more 
advertisers told simple little stories 
like this, with less folderol and 
shouting, the Common People 
might get a better idea, faster, of 
what America is all about. 

“T am an immigrant barber from 
Bohemia,” this ad starts off; and 
if you can think of a better start- 
ing line let us know. “My birth- 
place is now temporarily in the 
vanishing power of Hitler. I came 
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here more than 40 years ago to 
better myself and that I did— 
beyond the fondest hopes of my 
dreams, not because I was a genius 
but because of the great oppor- 
tunity the United States afforded 
me. In no other country on earth 
could I have accomplished in the 
barbering business what I have 
done here, because only America 
has given immigrants that oppor- 
tunity. 

“T found a downtrodden, looked- 
down-upon profession. Yes, that’s 
what barbering was when I arrived 
upon these blessed shores in 1900. 
I worked from 14 to 16 hours a 
day for $7 per week... 

“If Terminal has improved the 
barbering business and made it a 
respected profession all over 
America—and we think we have 
—then indeed, in all humility, I, 
a Bohemian immigrant, have con- 
tributed my little mite to our 
American way of life, which your 
sons and mine are now giving 
their lives to preserve.” 

It’s signed by Joseph B. Schus- 
ser, founder and president; and it’s 
a better ad for the “American 


way of life” than plenty of other 
more pretentious ones have been. 


And Now, Nuts! 


Again this column turns to one 
of its favorite subjects: the mis- 
handling of publicity opportuni- 
ties, the downright stupidity of 
some publicity departments. Take 
the case of a New England radio 
station which is stupid enough to 
send out a release revealing the 
startling news that “a 2-column 
advertisement scheduled for radio 
trade publications is in process of 
being placed. It is two colors— 
blue and gray—with circled heads 
of the station’s news analyst” and 
three newscasters featured. “The 
circled heads square the corners 
about the cylindrical microphone, 
under the ad’s message, which is 
spaced off in the semblence of 
teletype copy.” 

Can’t you just see the excited 
newspaper and business paper edi- 
tors dashing off a big, bold MUST 
on this sensational copy? 


Jottings 


Stecher - Traung Lithographing 
Company, Rochester, is proud of a 
special citation just received from 
the War Department for turning 
out 175,000 Army maps in five to 
nine colors in four days. Normal 
production time is 14 days... 

The wish may be father to the 
thought. Anyhow, when _ Eric 
Johnston, president of the Cham- 
ber of Commerce of the United 
States, spoke to the Advertisers 
Club of Cincinnati last month he 
inadvertently left the words 
“Chamber of Commerce” out of 
his title, saying, “During my term 
as president of the United 
States.” .. 

Anchor-Hocking Glass Com- 
pany’s radio show, “Corliss Ar- 
cher,” has been booked for 52 
weeks of personal appearances in 
Los Angeles public schools, in be- 
half of war bond sales. It’s said 
to be the first commercial show 
which has been used in schools on 
this basis. . . 

Crosley Corporation has set a 
goal of 1,660 Victory gardens for 
its employes this year, and the 
company’s house organ is busily 
engaged in organizing a garden 
club, and in providing training 
courses for employes. . . 

Jas. P. Marsh Corporation, Chi- 
cago maker of gauges, thermom- 
eters and heating specialties, is 
offering $2,000 in war bonds as 
prizes in a contest to get the most 
accurate predictions on when the 
war with Germany will end. The 
contest is being advertised in busi- 
ness paper space, and entries close 
July 31... 


Advertising Age, May 8, 194q>%rs 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2326. Responsiveness of Tran. 
sit Advertising. 

National Transitads has issued 
this report of a Wrigley car card 
offer in 37 urban market areag 
which, with a circulation of 16. 
255,220, drew a preliminary action 
of 1,094,550 reply cards removed 
and actual requests received total. 
ing 205,336. 


No. 2327. National Humane Re. 


view. 
The official magazine of the 
American Humane _ Association, 


which has just changed its policy 
and is now accepting advertising, 
has issued a brief review of the 
association, the National Humane 
Review, founded in 1912, and the 
market this publication serves. 


No. 2328. When You Invest 
Advertising. 

The Nation’s Schools has re 
leased this folder discussing gens 
eral quality, useful coverage and 
advertising acceptance, and offers 
ing additional copies of its data on @ 
the public school market and it§ 
medium. 


No. 2329. Rate Book and Market- 
ing Guide. 

The Minnesota Editorial Asso- 
ciation has issued this 24-page 
booklet of rate and market data 
on the 425 daily and weekly news- 
papers which belong to the asso- 
ciation. 


No. 2330. Greensboro—2nd Mar- 
ket in the Carolinas. 

Facts on the population, retail 
sales, food, drug and automotive 
sales in the 10 most important 
cities in the Carolinas, as well as 
its coverage of the Greensboro 
market, are presented in. this 
folder issued by the Greensboro 
News and Record. 


No. 2331. Democracy in Action. 

The story of KYW, Philadelphia, 
and its achievements in education 
by radio are told in this illus- 
trated, two-color booklet. 


No. 2332. Grit Reporting on Cir- 
culation and Advertising. 

What happened after Grit in- 
creased the circulation price from 
5 to 7 cents effective with the Jan. 
2, 1944, issue of the revamped pub- 
lication is reviewed in this folder, 
which also presents figures on ad- 
vertising gains. 


No. 2333. First in Advertising. 

The News-Sentinel, Fort Wayne, 
Ind., has issued this quarterly re- 
port on newspaper advertising in 
the market it serves. 


No. 2321. Trend Study. 


In this report of magazine read- 
ing habits of business executives, 
Business Week presents trends in 
readership vs. trends in circula- 
tion; readership trends on the basis 
of costs; trends in penetration by 
business functions, and other facts 
disclosed in a survey covering both 
1943 and ’42 readers. 


No. 2322. The Story of the Okla 
homa City Depot of Air Serv- 
ice Command. 

This $35,000,000 wartime pro 
ject, described in the February A 
Transport, is retold in a new folde 
issued by the Daily Oklahomée 
and Oklahoma City Times. 
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> Mark Twain to the contrary, some- 


body does do something about the 
weather — makes it, in fact, just as 
he wants it—is able to forecast it 
months in advance. 


His is the job of keeping 4,200,000 cubic 
feet at NBC temperature ideal, dew point just 
what it should be, humidity never varying. 


Humidity, that’s the important thing in 
manufacturing made-to-order weather and 
processing it for string and percussion instru- 
ments, singers’ throats and a host of perform- 
ers who need the best atmospheric conditions 
for the best performances. 


That’s why NBC operates one of the most 
completely integrated air-conditioning systems 
in the world...64 separate mechanical lungs so 


They all tune to the 


- National Broadcasting Company 


It’s a National Habit 


delicately coordinated that hundreds of people 
may enter one studio without raising or low- 
ering the temperature in the one next door. 


This elaborate air-conditioning system helps 
keep actors and audiences comfortable and re- 
sponsive, of course, but all that is secondary 
to the role it plays in contributing to better 
broadcasting . . . building a smoothness of 
presentation, a fidelity of instruments and 
vocal cords which contributes so much to 
the perfection of NBC’s musical presentations. 

* * * 

Custom-built weather is just one of the many 
examples of the manner in which NBC strives 
for perfection in the little things of radio 
knowing that the grand total of little things 
well done helps NBC maintain its leadership, 
helps make NBC “The Network Most People 
Listen to Most.” 


America’s No. 1 Network 


A Service of Radio 


b 
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Joins Lewis & Gilman 

Herbert W. Leinbach, formerly 
an account executive with Kelly, 
Nason, Inc., New York, has joined 
Lewis & Gilman, Philadelphia, in 
the same capacity. 


Casey to ‘Record’ 

John F. Casey will join the Chi- 
cago sales staff of Architectural 
Record on May 15, succeeding Fred 
Bowes, resigned. Mr. Casey has 
been with National Jeweler. 


Bureau of Budget 


Asks Business Aid 
with Statistics 


Advisory Group to 
Determine Postwar 
Extent of Material 


Washington, D. C., May 4—A 
committee of leading industrialists 
and merchandising men has been 
asked to assist in the pruning of 
government statistical reports and 
questionnaires so that they will 
provide the maximum of useful 
information with the least possible 
irritation after the war, the Bu- 
reau of the Budget said yesterday. 

Similar in nature to a project 
announced by the Department of 
Commerce last week, the Bureau 
of the Budget operation was con- 
sidered particularly significant be- 
cause that agency has the power 


to reject any plan offered by other 
government groups. 

At the Department of Com- 
merce, an 18-man committee, in- 
cluding representatives from the 
Bureau of Foreign and Domestic 
Commerce, Bureau of the Census, 
and nine other agencies, is at- 
tempting to revamp the Census of 
Manufactures and other reports so 
that they will provide a more com- 
plete picture of the flow of ma- 
terials and products from supplier 
to consumer, when the series is 
resumed after the war. 


Much Material Available 


Like the Department of Com- 
merce study, the Budget Bureau 
operation was inspired by a feel- 
ing among government officials 
that important changes in statis- 
tical standards and needs will re- 
sult from experience which gov- 
ernment and business has had 
during the war. 

Officials are particularly im- 
pressed by the wealth of statistical 
material which is now available to 
WPB, OPA and other agencies, as 
a result of wartime report forms, 
filed under limitation orders and 
other regulations. 

Throughout the government, 


there is a feeling that much of 
this material will be invaluable 
both to industry and government 
regulatory officials after the war. 
The current problem, as both the 
Department of Commerce and Bu- 
reau of the Budget have expressed 
it, is to determine how much of 
the current material can be re- 
leased and how many of the war- 
time reports should be continued 
= emergency needs no longer 
exist. 


Laying the Groundwork 


In facing the problem, officials 
point out that at some unde- 
termined future date, the war 
agencies will dissolve, and most of 
the restrictions be lifted. Since it is 
now recognized more widely than 
ever that.reliable statistical re- 
ports are necessary in maintaining 
a high level of production and 
sales, government and _ industry 
are attempting to work out the de- 
tails of the postwar statistical pic- 
ture. 

Since 1938, the Bureau of the 
Budget has been charged by law 
with the clearance of all govern- 
ment statistical projects. While the 
bureau has insisted on decentral- 
ized collection of factual informa- 


Where 


Linotype 


Operators Have Green Thumbs... 


Yes, and so do 


pressmen, engravers, 


stereotypers, 
reporters. 
advertising salesmen 
and editors 


REEN THUMBS (the ability 

to make things grow) abound 
in profusion among members of 
The Journal’s staff. 


Some of the finest victory gardens 
and flower collections in Portland, 
Oregon are owned by Journal em- 
ployees. One linotype operator has 
over 100 choice rose bushes gathered 
from the world’s far corners. An- 
other exhibits several roses of his 
own origination. A photographer 
is famed for his pansies and his 
squash. An engraver has amazed 
experts with his bearded iris. An edi- 
tor favors roses and tomatoes; a 
reporter, peonies and peas; a stereo- 
typer, primulas and pumpkins. 

What does all this mean to 
Journal readers and advertisers? 


Why should it matter that the 
hands that set the headlines have 
created a new rose? 


LOOK AT IT THIS WAY! The Journal 
is the largest daily newspaper in the 
Portland Trading Zone. More people read 
and enjoy it than any other newspaper 
in this territory because The Journal is a 
human paper. The men and women who 
make it are human... they like to work 
hard and play hard, just like the folks 
who read The Journal. But, also, they are 
blessed with green thumbs—the ability to 
make things grow, BOTH flowers and 
newspapers. 


If you lived in Portiand you'd read 


THE JOURNAL 
PORTLAND, OREGON 


Afternoon and Sunday 


Represented Nationally by REYNOLDS - FITZGERALD 
Member: Metropolitan and Pacific Parade Groups 
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tion, it has attempted to eliminate 
duplication, to establish standards 
and to control questionnaires. ' 

Particularly in this latter fielg 
the bureau has been remarkably 
successful despite the complica. 
tions of war controls. Assistin 
in this work is the advisory com. 
mittee on government question. 
naires, a committee appointed ph 
national business organizations tp 
advise in simplifying report forms. 
Business organizations involveg 
include: National Association of 
Manufacturers; U. S. Chamber of 
Commerce; American Trade As. 
sociation Executives; Controllers 
Institute of America; American 
Retail Federation; National Indus. 
trial Council. 


Subcommittee at Work 


A sub-committee of this group, 
consisting of more than 30 out- 
standing economists of American 
business, has been asked by Dr, 
Stuart A. Rice, assistant director 
of the budget in charge of statis. 
tical standards, to advise on the 
scope and content of statistical in- 
formation which the government 
makes available for business. 

One such question concerns the 
appropriate line of demarcation 
between governmental and non- 
governmental responsibilities for 
the collection of business statistics, 
A special group will report on the 
legal status of private and semi- 
private statistical activities. 

Since 1922, when the Bureau of 
Efficiency, a forerunner to the Bu- 
reau of the Budget, recommended 
that all statistics be gathered by a 
central agency, there has been an 
unrelenting struggle to place all 
this power in the hands of one bu- 
reu, generally the Census Bureau, 

This movement has been strongly 
opposed by Dr. Rice, who points 
out that aside from their value to 
business men, these statistics are 
important to the operation of cer- 
tain government agencies. He be- 
lieves that the Bureau of the 
Budget should supervise the 
gathering and release of the data, 
but that the work should be left 
to the department which needs the 
material. 


‘Canadian 
Women 
Prefer 

Chatelaine 


*A magazine edited for 
ung married women in 
nglish-reading Canada. 


* Reaches one in every four 
urban families. 


* The direct way to ensure 
your share in Canada’s 
expanded consumer pur- 
chasing power. 


* Published by The Mac- 
Lean Publishing Com- 
pany Limited, largest 
magazine publishing 
house in Coande ; 


Chatelaine 


The Canadian Woman’s Magazine 


481 University Ave., Toronto 2, Canads 
New York, Chicago, Montreal 
London, (Eng.) 
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Good News about woman’s 
two most dreaded words 


Cancer, childbirth. What woman doesn’t fear these words? To find good 
news in them is a precious thing for women—a service as welcome as any- 
thing a woman’s magazine can do. The May Companion, page 36, publishes 
a reassuring article on cancer, ‘Worry Can Save Your Life.’’ We have pub- 
lished other hopeful articles recently on painless birth, nurse-midwifery, 
pregnant women in war work. 


We publish these because they tell women vital facts they need to know 
about their own bodies. They’re conversation makers — uniquely Companion 
features— which step ahead of timid, time-honored patterns for women’s 
books. Equally dramatic Companion articles are exposing black markets, 
safeguarding childhood, fighting woman’s fight clear across the board, in 
all the complex problems she faces. Companion service to women can’t 
be held down to kitchen, nursery, or home-making alone. We’re giving 
women service plus service —a journalism which services women’s minds 
as well as their hands. | 


COMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, 
PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


THE COMPLETE WOMAN’S MAGAZINE 
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BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


WILLIAM BALSAM 
Adeverlisin 


540 N. MICHIGAN - CHICAGO - WHITEHALL 7819 


Calco Names Hazard; 


Sam Klein Promoted 


Calco Chemical Division, Ameri- 
can Cyanamid Company, New 
York, has named the Hazard Ad- 
vertising Company, New York, to 
direct its advertising and sales 
promotion activities, effective July 
1. Business papers and direct mail 
will be used. Sam Klein, for the 
past 20 years department sales 
manager in New York for Calco, 
has been named the division’s 
western sales manager, with head- 


quarters in Chicago. 


American Net to Build 


Four Stations 


The American Network will 
build and operate its own stations 
in New York, Chicago, Washing- 
ton and Los Angeles, it was an- 
nounced following the recent board 
of directors meeting in New York. 

The original plans of the net- 
work have been changed so as to 
increase its membership from 40 
to 51 markets in which it will 
eventually have outlets. American 
is currently represented in 25 
markets. 


Joins Beverage Group 


Bell Publications, publisher of 
beverage trade papers in Colorado, 
New Mexico and Nebraska, has 
joined the newly-organized Asso- 
= Beverage Publications, New 

ork. 


Advances Closing Dates 


Milk Plant Monthly, Chicago, 
has advanced its closing dates, 
with color forms closing the 10th 
and black and white forms the 
15th of the month. 


7, you are talking down 


to the woman / love 


“Look here, dad, no offense but you’re being strictly 


stuffy with my wife. 


“Remarks like ‘WHAT-WOULD-A-PRETTY-LITTLE- 
THING-LIKE-YOU-KNOW-ABOUT-THE-WORLD?’ went off the 
beam way before Pearl Harbor. If I talked dawn to Marge 
about the news the way you do, she’d wing a dish at me. 


“Here, sir, is the real low-down on up-to-date women: 


“Nowadays the news hits home—and home has 
always been a woman’s first concern. Nowadays 
women know that when John L. Lewis gets hot 
their living rooms get cold — that decisions from 
Washington are rewriting their menus—and the 


*And just to show how TIME’s influence goes outside the home 
and into the life of the community, more than 1500 women’s 
clubs, from Maine to California, now build their club news pro- 
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Big Three’s peace plans are deciding whether 
Junior will be earning his wings or a football letter 


next year. 


“When Marge and I get on the news, dad, she fires 
facts from TIME at me like a machine gun. And here’s a 
sawbuck says she’d do the same to you if you gave her the 
chance—and another that says she reads TIME at least as 
thoroughly as either of us. In fact, I’ll give you odds she does.” 


Those odds are all in favor of friend husband. 
America’s more-than-a-million TIME-read- 
ing women vote TIME their 5 to 1 favorite 
over all the other ad-bearing magazines they 


read.* 


P.S. For Advertisers of Consumer Goods: These women 
have almost twice as much money to spend as the average 
woman—many times the average woman’s influence. What 
they do, what they buy, others do, others buy. 
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RCA Head Sees 
Conversion as 
‘Stupendous Task’ 


New York, May 2.—National 
conversion to peace will be a 
stupendous task and cannot be ae. 
complished overnight, Lt. Gen, J. 
G. Harbord, chairman of the 
board, Radio Corporation of 
America, said today at the 25th 
annual meeting of stockholders jp 
a studio of NBC at Radio City. 
Gen. Harbord, speaking for the 
directors in the absence of Col, 
David Sarnoff, president of RCA, 
who is overseas on active duty 
with the Army, declared that the 
corporation is planning new prod. 
ucts and new efficiencies in pro. 
duction and merchandising, but 
emphasized that it remains alert 
to its postwar responsibilities ang 
opportunities without slackening 
its effort to win the war. 
Although the corporation 
showed a gain in volume of pro- 
duction in the first quarter of 1944 
net profits after federal income 
taxes were $2,401,000, a decrease 
of $194,000, or 7. 5%, compared 
with the same period last year, 
when the figure was $2,594,911, 


Names Paul Mooney 


Paul Mooney, formerly general 
manager of public relations and 
personnel for the Kroger Grocery 
& Baking Company, Cincinnati, 
has gone into business for himself 
as an industrial relations consult- 
ant in Cincinnati and has been 
named to establish training pro- 
grams for American Stores, an 
eastern food chain. 


Yale Buys Kron Scale 


Yale & Towne Mfg. Company, 
New York, has purchased the scale 
business of Kron Company, Bridge- 
port, Conn. No changes in the 
Kron line are contemplated. 


THE 
208,000 People 


in the 


Fourth Market 


(MASSACHUSETTS) 


50,000 Copies 

of the 
Standard-Times 
every day! 
Here is real 
coverage of an 
important market 
by one outstanding 
newspaper that has 
won national recog- 
nition and awards 
for leadership and 

excellence. . 
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ITH delivery of a 4-place Stinson Reliant 

plane, the editorial staff of Aviation Mainte- 
nance is now only hours away from actual sources 
of vital maintenance information! 


Piloted by R. C. Blatt, well-known airport and 
aircraft engineer, formerly of CAA and now tech- 
nical editor of Aviation Maintenance, this fast 
plane can take the air at a moment’s notice, to 
bring our more than 15,000 readers the first-hand 
developments on airport, aircraft, and fixed-base 
maintenance and operations. 


Why do we cover the field this way? The answer 
is simple. The aircraft publications whose cover- 
age is limited to manufacturing and production 
executives, don’t have to cover the airports. In 
fact, a 12-issue survey we made, of leading avia- 
tion magazines, showed only 2.1% to 10.4% of 
editorial content devoted to maintenance. This 
means that only through Aviation Maintenance 
can you reach, as a group, the key men of mainte- 


Is First and Only Publication to “Take to the Air" to get Last-Minute Information 
on Aircraft and Airport Maintenance and Operation Procedure! 


nance and operations who will run this division 
of the aviation industry after the war. 


Unless you are covering these men now, you are 
missing a vast market of vital importance. In 
proof of the need for a publication that covers this 
market, Aviation Maintenance ran over 275 pages 
of advertising in its first 3 issues—the all-time 
record for advertising volume in a new industrial 
publication. The current April issue reaches a 
new high water-mark—over 117 pages. 


Our space for 1944 is almost sold out. So make 
your reservation quickly. Get the facts and get 
them now. 


Another Conover-Mast Publication, 205 East 42nd 
St., New York 17; 333 No. Michigan Ave., Chi- 
cago 1; Leader Building, Cleveland 14; Duncan 
A. Scott & Co., West Coast Representative, Mills 
Building, San Francisco 4, Western Pacific Build- 
ing, Los Angeles 15. 


Se ee 


tiation Maintenance 


IS YOUR ADVERTISING COVERING 


EDITORIAL STAFF OF AVIATION MAINTENANCE NOW 
COVERS NEWS FRONT "IN OWN FAST 4-PLACE PLANE! 


WHOLE AVIATION MARKET—OR 
ONLY HALF OF IT? 


—YOU’RE GETTING THIS: Manufacturing 
and production executives, reached now 
by the “Aircraft Publications” 


—BUT YOU'RE MISSING THIS: Key men 
of maintenance and operations — the 
foundation of the industry 
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Starts Pledge Drive 


Insurance Company of North 
America Companies, Philadelphia, 
is currently running full-page ad- 
vertisements in May issues of 
American Legion Magazine and 
North America Fieldman, pledging 
aid in the employment of handi- 
capped service men. Posters for 
distribution by Legionnaires and 
agents are also a part of the cam- 
paign. 


© © © the source of daily 
business news ... the pref- 
erence of management men 
© © © jn the greatest indus- 
trial area—the central west. 


TWA Head Urges 
Greater Foreign 
Use of U. S. Media 


Boston, May 2.—Jack Frye, 
president of Transcontinental and 
Western Air, Inc., proposed today 
that the advertising profession 
seek passage of laws necessary to 
facilitate cheap distribution of 
magazines and newspapers in out- 
of-the-way places of the world as 
a preliminary to extension of 
American world trade in the post- 
war period. 

The opportunity for sales in 
enormous areas of the globe, he 
said, should create an exciting 
prospect for advertising, and he 
predicted that “whole advertising 
firms will specialize on one coun- 
try or one section of the world.” 

While he suggested airplanes as 
the medium for carrying the pub- 
lications that would create demand 
for American merchandise abroad, 
he nevertheless said that planes 
will not be likely to replace rail- 
roads or ships as freight carriers. 
Except where these forms of 


transportation are unavailable, he 
said, planes will stick to passen- 
gers, mail and express. 

Mr. Frye’s speech before the 
Advertising Club of Boston was 
his first public appearance since 
he, with Howard Hughes as co- 
pilot, flew the “Constellation” 
cross-country in six hours and 58 
minutes. He said the record- 
smashing ship will shortly be con- 
sidered “one of the small big air- 
planes” and is slower than others 
soon to come. 


Berg Gets New Post 


James A. Berg, formerly admin- 
istrative assistant in the depart- 
ment of technical information of 
Joseph E. Seagram & Sons, has 
been named assistant advertising 
manager and sales promotion man- 
ager of the Brown-Forman Dis- 
tillers Corporation, Louisville, Ky. 


Gives History of Yeast 


The Red Star Yeast & Products 
Company, Milwaukee, Wis., has 
prepared for distribution to bak- 
ers, teachers and homemakers a 
booklet on the history of yeast 
from 2,000 B.C. to the present day. 


Independent 
Phone Companies 
Plan Campaign 


Chicago, May 3.—Plans were 
being pushed this week for the in- 
auguration of the first national 
cooperative advertising service 
program for the nation’s 6,780 in- 
dependent telephone companies. 

Sponsored by the United States 
Independent Telephone Associa- 
tion, the program calls for the 
creation of the Telephone Adver- 
tising Institute, which will meet 
bi-monthly with members of the 
association’s advertising committee 
for copy approval and market 
study. The Chicago office of Bo- 
zell & Jacobs has been named to 
direct and manage the institute. 

“We are attempting to give to 
the smallest telephone exchange 
in a community which has a 
weekly newspaper the same type 
of carefully planned and profes- 
sionally executed newspaper ad- 
vertising that the largest telephone 
companies in the country are able 
to publish,” explained R. A. Phil- 


She New GF: nfliwence tn the 


Plastics Industry 


If you want to make immediate contact with the men behind 
the buying desks throughout all industry, look no further than 
PLASTICS ... the new magazine specifically designed to do a 
100% selling job for you. 


PLASTICS magazine is not just another trade paper. It is 
designed to do a specific job that cannot be done by any other 
medium. It is designed to reach the desks of 11,000 key men 
who, directly and indirectly, influence practically all purchas- 
ing in the field of plastics. It is edited to help, to inform and 
to impress these men—and circulated by restricted methods 
to reach no others. 


This is how PLASTICS achieves results that cannot be 
achieved in any other way: Lay-technical articles whet the 
reading appetite of layman and technical man alike. A com- 


4 plete section of photographs in full natural color place before 


the readers’ very eyes all that is new in plastics. 
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This is a 


major aid in selling plastics to present and prospective buyers. 
It merchandises plastics, thereby making your selling job 
, easier, more profitable. Each month, it brings facts about new 
materials .. . plans for using these new materials more effec- 
tively. It tells how to build today for a growing post-war 


So here, in PLASTICS, you have a sales-advertising oppor- 
tunity that comes but seldom. Don’t overlook it. 


Write to our nearest office today for rate card and further 
detailed information. 
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" GLEAR THE LINE 
FOR VICTORY 


MAKE EVERY MINUTE COUNT 


AIDING WAR EFFORT—One of the 

posters in the advertising and promo. 

tional material prepared by Bozell & 

Jacobs, Chicago, for the newly created 

Telephone Advertising Institute of the 

U. S. Independent Telephone Associ- 
ation. 


lips of the Central Electric & Tele- 
phone Company, Sioux Falls, S. D,, 
chairman of the association’s na- 
tional advertising committee. 

Inauguration of the advertising 
program was approved by the as- 
sociation’s board of directors at 
the spring executives’ conference 
of the ITA here. Declaring that 
the cooperative program is “meet- 
ing with the instantaneous ap- 
proval” of small and large com- 
panies, Mr. Phillips explained that 
the institute will prepare each 
month a publication, ‘Telephone 
Advertising Digest,’ which will 
serve as a clearing house of all 
outstanding independent telephone 
advertisements, and will furnish 
mats of such advertisements to 
other companies at a nominal cost. 


Other Services Planned 


The institute will also prepare 
newspaper mats in various sizes 
weekly. Colorful posters for lobby 
displays and trucks will be printed 
monthly, as will booth cards and 
counter cards. Radio transcrip- 
tions will be a special feature, said 
Mr. Phillips, and bill inserts and 
other forms of direct mail will be 
furnished monthly to those com- 
panies desiring such a service, 

The independent telephone com- 
panies range in size from those 
which have exchanges numbering 
several hundred telephones to 27) 
that have exchanges of from 1,000 ¥ 
to 5,000 telephones; 53 companies 
with exchanges of from 5,000 to 
10,000 telephones; and 63 com- 
panies with exchanges of more 
than 10,000 telephones. 


Shaffer to Tempo 


Ray Shaffer, formerly Chicago 
advertising representative of Wes- 
sel Brothers, Milwaukee printer 
and lithographer, has been named 
in charge of direct mail advertis- 
ing of Tempo, Inc., Chicago pub- 
lishing house. 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. 5 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popule 
tion. 


independent Survey of Provideace Butleds 


Che New Ffaven Register 
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It Takes The RECORD 
and ONE Other 
to Cover Philadelphia 


»d* the 
<i 
» a We QUARTER MILLION DAILY “ 


Liberal-minded Philadelphians buy, believe in and support The Record, because it is the only 
one of the city’s three standard-size newspapers that reflects their attitude and interests. Phila- 
delphia traditionalists cling with equal tenacity to either, or both, of the conservative dailies that 


mirror their pattern of thinking. 


In no other great American city does the eternal and uncompromising clash between 
the liberal and conservative point of view run so deep with so few surface indications of smoul- 
dering conflict. Yet, as Philadelphians know, this is the great divide that cuts sharply across all 
economic lines, determines newspaper characteristics, and makes newspaper reading preferences 


an identifying label. 


No editorial approach can possibly be broad enough to bridge the fundamental dif- 


ference in viewpoint between these two articulate and clearly defined newspaper audiences. 


That’s why advertisers, who know Philadelphia, know that the only way you can cover 
America’s 3rd largest market is by pairing the liberal Record with one of the city’s two conserv- 


ative papers. 


PHILADELPHIA 


1) HALF MILLION SUNDAY %& 


REPRESENTED NATIONALLY BY GEORGE A. McDEVITT CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT, CLEVELAND 
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Appoints Loewy 

Freeman Chum, Inc., New York 
Chinese restaurant, has appointed 
Loewy Advertising Agency, New 
York, to handle its advertising. 


Mutual Life Addresses 


Ads to Service Men 


Believing that the 11,000,000 
men and women now in the coun- 
try’s armed services will be the 
biggest buyers of life insurance af- 


War Bonds Now. tions. 


The campaign, 


LIFE 


s16m CO. tima,onto | glow and Chon Day. 


Hasten the ter the war, Mutual Life Insurance 
Ret 'P Company of New York has initi- 
wae Gy Peet ated a special advertising program 
Buy More in 17 military and naval publica- 


prepared by 
Doremus & Co., New York, fea- 
tures humorous cartoons by O. So- 


Spencer W. Franc, who prior to 
entering the service was director 
of art and photography for Ruth- 
rauff & Ryan, Chicago, has been 
promoted to the rank of major. 

Major Franc, who was commis- 
sioned a first lieutenant in June, 
1942, is chief of the special pro- 
jects unit, Maintenance Division, 


at Headquarters Air Service Com- 
mand, Patterson Field, O. 

Pvt. Morse M. Peterman, former 
account executive with Ralph L. 
Power, radio counselor, Los An- 
geles, has been awarded the silver 
star for gallantry in action near 
Cassino. He volunteered three 
and a half years ago and has been 
with the mounted field artillery, 
anti-tank and combat engineers. 
His two years overseas service in- 
cluded the North African landing, 
the Tunisian battles, and the in- 
vasion of Sicily and Italy. 

Clifford J. Lockrow, a member 


Ask ‘Any Merchant ‘Which Is tt the : 


“= DAM manne 


KNOXVILLE TODAY LEADS EVERY CITY 
IN AMERICA IN BUSINESS GAINS 


Knoxville is one of America’s largest 
textile and hosiery centers. Textile 
mills include Brookside Mills, Chero- 
kee Spinning Co., Standard Knitting 
Mills, Jefferson Woolen Mills, Appa- 
lachian Mills and Goodall Co. Knox- 
ville is, also, one of America’s impor- 
tant heavy chemical manufacturers. 


These are permanent industries! No 
boom town. Greater Knoxville today 
has over 200,000 population. Be sure 
your plans include Knoxville—center 
of one of the world’s greatest develop- 
ments. + 


ee 3 


the world!” 


ness world! 


Eastman, Union Carbide, 


chart in the country. 


Donald M. Nelson, WPB Chairman, states: 
that the South cannot be prevented from moving into an 
era of industrial and social development that will astound 
Knoxville’s amazing transformation into 
a giant industrial empire has already startled the busi- 
Knoxville is the center of the whole pro- 
digious TVA development, and some of the very largest 
industrial operations in the world are now located in the 
Knoxville area to utilize TVA’s enormous reservoirs of 
low-cost power: Aluminum Co. of America, DuPont, 


“I say flatly 


etc. The spectacular payroll 


gains and population growth in the wake of this indus- 
trialization have spotlighted Knoxville on every business 


For months Knoxville has been leading every city in 
America in Retail Sales Gains! (Sales Management in- 
dices.) It leads the South in Department Store Sales 


Gains! 
huge dams constituting 


market! 


; we, 'F 
a at 


power system. No wonder merchants and sales 
executives agree Knoxville is the best dam 


KNOXVILLE 


NEWS-SENT 


Its gains in Bank Debits—a standard business 
index—are 400% greater than national average! 
permanent prosperity, too—based on TVA and its 19 


It’s a 


the world’s greatest 


sd pe 
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Advertising Age, May 8, 194% 


of the national advertising staff of 
the Buffalo Evening News for the 
past seven years, has nN in. 
ducted into the Navy and has re. 
ported to the Sampson naval traip. 
ing center for boot training. Be. 
fore going to Buffalo he was op 
the advertising staffs of the Syra. 
cuse Post-Standard and the Pough. 
keepsie Star Enterprise. 

Mary Moss, former director 
the New York State Milk Public. 
ity Bureau, is now a Wac stationed 
in Georgia. 


Adds Three ree Outlets 


With the addition of three mor. 
stations to its Network of the 
Americas (Cadena de las Ameri. 
cas), CBS now has a total of 10) 
affiliates throughout Latin Amer. 
ica, which receive an _ uninter. 
rupted daily schedule of news, 
drama, music and special feature; 
beamed through powerful short. 
wave transmitters of CBS. 


Changes Name 

The School of Design, 247 § 
Ontario St., Chicago, has changed 
its name to Institute of Design, 
Enlargement of the faculty and 
addition of equipment are planned, 


ANNOUNCING- 


DisTRIBUTION 


to help you sell more goods at 
ing centers plus our news bureaus 
will boil down, analyze and interpret the 


NEWSLETTER’ 
A profit-pointing news service, 
LOWER COST... 
6] reporters located in strategic market. 
in Washington, Chicago and New York 
will gather the facts. Our Editorial Board 
facts for easy reading and profitable appii- 
cation to your business. 


The Distribution Newsletter will come to 
you as a 4-page weekly letter, plus a sup 
plemental page presenting new product 
news in pictures. In addition, subscriber 
will be supplied, on request, with special 
comprehensive research reports on vita 
distribution and marketing developments. 
For example, in preparation now are spe 
cial research reports on war surpluses, 
aptitude testing, and population shifts. 


This new weekly research service will ai 
swer such questions as these: 


—How will the Government dispose of su 
plus goods valued at $50 to $100 billions? 

—What manufacturers will open their ow 
retail stores? When? How? Where? Why? 

—What new important products will be 
offered in your line in the near future 
and immediately after the war? 

—What are the new successful techniques 
for selecting, training and supervising 
salesmen? 

—What new methods are reducing the cost 
of receiving, handling, storing and de 
livering goods? 


While we are not printing sample copies, 
we are so certain that you will find the 
Distribution Newsletter valuable that we 
are making an extraordinary offer: 


The regular subscription price for th 
Newsletter, plus the weekly new products 
supplement, plus the research reports, * 
$25 a year, but the Founder’s rate is only 
$20. We urge that you enter your sub 
scription promptly, as the Founder’s rate 
is in effect only until the first issue of the 
Newsletter comes from the press. 


If, after reading 3 issues of the Newslettet, 
you do not want to continue your sub 
scription, we will cancel your bill or chee 
fully refund payment without question. 
cz ee 


The publisher of the Distribution Newsletter 
is Magazines of Industry, Inc., publishers of | 


Modern Industry magazine, which has had 
the most spectacular growth of any business 
paper in America, The resources, experi- 


enced management, organization and pub- 
lishing skill of Modern Industry provide 
assurance that the Distribution Newsletter 
will be reliably and brilliantly edited. 


DISTRIBUTION NEWSLETTER 
347 Madison Ave., New York, N.Y. 
Please enter my subscription for one 


year, beginning with the first issue, at 
the special Founder’s rate of $20. 
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Bill me 1 Bill my Firm 0 
Check enclosed [] 
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THE OQne-man band isn’t going over VERY BiG! 


Homer spent years developing his act, until he 
has just about everything a one-man band can have. 
And it takes a lot to put over, too! In fact, it takes 
so much out of Homer that he hasn’t much energy 
left to sell his line when he stops entertaining. 
Against all the other attractions, the one-man band 
isn’t going over very big. The other pitchmen who 

just peddle their stuff on the midway are getting 
a better take than Homer! 


No SINGLE attraction can compete very well 
for public attention with a three-ring circus, the 
crowds, color and calliopes. But a lot of goods 
can be sold at a circus—if the vendor concen- 
trates on selling, and not competing. 

Among media, the Sunday comics section is 
the three-ring circus. It shows every Sunday, 
rain or shine—and has for forty years. 

It gets three out of four grown-ups, as well 
as all the kids; and they never tire of the ever- 
changing bill. It’s a big box office for all ages, 
and for both sexes. It’s a continuous all-day 
performance, as well. The customer can come 


1k, See 


The first national newspaper network... Metro politan Group 


in any time. And the show goes on at home! 
No individual advertiser can match this 
show, or can afford to match it. It’s produced 
by professionals, paid for by publishers, because 
it sells newspapers, holds the interest of whole 
families. The advertiser just gets a ride, a seat 
front and center—with no responsibility for the 
show, no expense but the price of admission. 


Axp Metropolitan Group has made the 
Sunday comics a truly national medium— 
combined the circulations of forty-one leading 
Sunday papers in a national unit of 15,000,000 
circulation. No other medium reaches so many 
families, so favorably, so cordially, so consistently. 
No other national medium has suchconcentrated 
circulation in so many good markets. 

For the advertiser satisfied to sell something, 
Metropolitan Group comics has all the show- 
manship any advertiser needs! The cost is low. 
One order, one piece of copy, one bill. . . The 
ticket-wagon is now open! 


Comics Section Advertising in: Baltimore Sun + Boston Globe + Chicago Tribune + Cleveland Plain Dealer + Detroit News « New York News 
Philadelphia Inquirer + Pittsburgh Press * St. Louis Globe-Democrat + Washington Star + Des Moines Register + Milwaukee Journal 
Minneapolis Tribune « St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald « Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch 
Washington Post » option: Buffalo Courior-Express + Cincinnati Enquirer + Columbus Dispatch + Dallas News « New Orleans Times-Picayune-States 
Omaha World-Herald « Providence Journal « Rochester Democrat & Chronicle « San Antonio Express « Springfield Union & Republican 
Syracuse Post-Standard +* METRO PACIFIC: Fresno Bee « Long Beach Press-Telegram «+ Los Angeles Times « Oakland Tribune ¢ Oregon Journal 
Sacramento Bee « San Diego Union «¢ San Francisco Chronicle «¢ Seattle Times + Spokane Spokesman-Review «* Tacoma News Tribune 


220 E. 42d St., New York 17 + Tribune Tower, Chicago 11 + New Center Bldg., Detroit 2 * 155 Montgomery St., San Francisco 4 
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Hurley Joins Agency 


J. S. Hurley, formerly manager 
of the local rotogravure advertis- 
ing department of the Register and 
Tribune, Des Moines, Ia., has been 
named an account executive of the 
Coolidge Advertising Company, 
Des Moines. He has been suc- 
ceeded in his former post by Rich- 
ard V. Nelson, formerly manager 
of the advertising counselor de- 
partment of the two newspapers. 


Two Join Ayer 

Franklin Owens, formerly with 
Benton & Bowles, New York, has 
joined the radio staff of N. W. 
Ayer & Son as time buyer. Her- 
bert Sanford has rejoined Ayer 
as television director, after serv- 
ing for more than a year in the 
Southwest Pacific as a lieutenant 
in the Navy and specializing in 
radar. 
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65% of Companies Operate 
Postwar Planning Depts. 


About 65% of commercial and 
industrial organizations have set 
up formal postwar planning de- 
partments and the remaining 35% 
in most cases have assigned post- 
war problems to existing depart- 
ment heads, according to results of 
a survey conducted by Planning 
and published in a “Postwar Plan- 
ning Portfolio for Business Execu- 
tives.” 

The full results, together with 
various outlines for organizing 
within a corporation for effective 
postwar planning in large, medium 
and small companies, bring out 
four basic conclusions about the 
postwar era, as follows: 


(1) The time to do postwar 
planning is now. Sound postwar 
planning is a direct and vital con- 
tribution to the prosecution of the 
war. 


ibe 
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(2) A level of production far 
in excess of anything ever known 
in peacetime must be maintained 
if private enterprise is to be pre- 
served and jobs provided to war 
workers and returning soldiers. 


(3) No such level of produc- 
tion can be established or main- 
tained without great stimulation 
of the power and force of sales- 
manship and a complete renova- 
tion that will take much of the 
cost and waste out of the system 
of distribution. 


(4) Culminating conclusion is 
that in postwar planning industry 
finds the only practical expression 
of an abiding faith in the future 
of American business. 


The survey shows that executive 
responsibility for postwar plan- 
ning has been assigned within 
corporations as follows: president, 
21%; vice-president or assistant to 
vice-president, 20%; general man- 


ager or superintendent, 10%; sales 

manager, 12%; committee of ex- 

ecutive or department heads, 12%; 

advertising manager, 10%; re- 

search director or chief engineer, 

= outside counsel, 3%; others, 
0. 


Reorganization and expansion of 
its foreign business is planned for 
after the war by International 
Business Machines Corporation, 
New York, according to its presi- 
dent, Thomas J. Watson. Plans 
have also been initiated, he re- 
vealed, for postwar domestic ex- 
pansion based on 84 engineering 
projects relating to new business 
machines and improvements on 
existing models now in the IBM 
laboratories. In addition, he said, 
the company has embarked on 63 
important engineering projects for 
the government. 

Any possible fears of what the 
postwar years will bring were 
brushed aside by Mr. Watson. 

“After the war,” he said, “we 
are going to have some readjust- 
ments to make, but we have that 
figured out in a way that seems 
satisfactory. We went through the 


depression years and were able to 


ent 
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keep all of our people in the fag. 

tory employed and we were no} 

only able to go on without reduc. 

ing our dividends but in 1930 we 

increased the dividend $1 a share» 
* * * 


A 30-hour work week, govern. 
ment operated “yardstick” plants 
in monopolistic industries and goy. 
ernment control of patents are , 
few of the proposals made p 
Walter P. Reuther, vice-president 
of the United Automobile Workers 
CIO, in an article on postwar 
planning appearing in the Ma 


issue of Mill & Factory, New York 

Full employment, full produc. 
tion, and full distribution are three 
“must” factors in our postwar eco. 
nomic equation, he asserts, urging 
establishment immediately of , 
“peace production board” that 
should be authorized to plan, or. 
ganize and direct conversion of 
our war economy to peace produc. 
tion. Specialized industry agen. 
cies for each major industry, he 
said, should be set up subordinate 
to this board. 


* * 


Servel, Inc., Evansville, Ind, 
which announced last summer the 


development of a new all-year gas 


Time * Li 


e + Fortune 


Invite you lo send for a complimentary copy of thet 


Bibliography on Postwar Planning 


Listing more than 450 sources of information on Postwar 
Plans for reconversion ... re-employment ... marketing... 
population shifts ... changing transportation ...new consumer 
habits ... and other problems of after-the-war distribution 
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Early last year our representatives reported that advertising 
agencies and advertisers were clearly indicating the need 
for a clearing-house of information about the postwar dis- 
tribution of goods and services. 

And so, to cover this special field (and render special 
reports to interested companies*) TIME, LIFE, and 
FORTUNE decided to set up a Service on Postwar Infor- 
mation. In the course of our work, a valuable bibliography 
came into being, which we are now offering to interested 


executives. 


Typical opinions from those who have used the reports 
and our earlier bibliography on postwar planning are quoted 
here by permission. The updated bibliography, which will 
be sent to you on request, contains some material from the 
first edition plus many new entries. 


* Sorry—but so many requests have come in that we cannot 
undertake any new report-assignments for some time to come. 
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air conditioner for postwar dis-|O., Los Angeles and New York, as 
le fac. tribution, has mailed to more than|a good natured protest against 
re not f 300 gas companies a promotional| vague or/and impractical. postwar 
ni gle I ge ag Katy 
mar ev say a Vv 
share,” ee can be undertaken now by | terrible thought that maybe every- 
concerns which will distribute the| body is so busy writing and talk- 
Overn. § new product when peace comes. | ing about it that nobody has time 
Plants 6 =. to do — about = 
‘ es ; i e 
“are ; | _ Cities must be prepared with al ints out ‘that it is going ahead 
de py§ program of public works, carefully |, it, the development of new 
esident selected, soundly conceived, and in products, its sales department is 
orkers § the blueprint stage, ready for con-|‘aoing quite a lot of thinking 
ostwar g tract letting when peace comes,| shout how we can distribute our 
> May Wilson W. Wyatt, mayor of Louis-| 7 4y, products when we can make 
7 York @ Ville, Ky., warned members of the| 214 sell them again,” and it has 
roduc. § American Society of Planning Of-| i, creased its advertising “to make 
e three ficials last week in Chicago. | sure that most of our peacetime 
ar eco. Such projects must not be “made| cstomers don’t forget us and our 
urgin work,” he said. Merely to furnish Pioneer gloves,” 
of 88 employment will not be enough. . 
. that “Jobs can be done and money can * * & 
an, or. be earned,” he added, “on soundly! An interesting indication of the 
sion of needed community projects just as| manner in which postwar distribu- 
roduc. @ Well as on leaf raking if only we/ tion setups will cut across all in- 
agen. do our job now while there’s yet| dustry is provided by two an- 
try, he time. This is where our postwar/nouncements sent out last week 
rdinate(@ Planning enters. by Crosley Corporation, concern- 
S. 3s ing two new distributors for the 
“The Sad Story of Our Postwar| company. In the Seattle territory, 
Ind Planning” is the facetious title of | the new Crosley distributor is 
ner the a four-page folder issued by the Commercial Appliance Company, 
ear gay Pioneer Rubber Company, Willard,! and in Montana the new distribu- 
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tor is Great Falls Paper Company. 
Neither has ever handled a house- 
hold appliance before. Commercial 
is the third largest distributor of a 
leading brand of tires, distributes 
DeSoto automobiles in the North- 
west, and has a large automotive 
service business. Great Falls Paper 
Company was originally exclu- 
sively a paper house, but later the 
company’s lines were diversified 
through operation of a department 
known as General Supply Com- 
pany. 


To Open Own Office 


C. F. Mugridge, director of la- 
bor relations of the Kroger Gro- 
cery & Baking Company, Cincin- 
nati, O., has resigned to go into 
business for himself in New York 
as management consultant and 
counselor in all phases of labor 
relations. 


Pillsbury Names Cosgrove 

Edward B. Cosgrove, president 
of the Minnesota Valley Canning 
Company, Le Sueur, Minn., has 
been elected a director of the Pills- 
bury Flour Mills Company, Min- 


neapolis. 


FTC Hits Bond Bread on 


Advertising Allowances 


The FTC has ordered the Gen- 
eral Baking Company, baker of 
Bond bread, to cease making pay- 
ments in compensation for adver- 
tising services to preferred cus- 
tomers in Washington, D. C., 
Philadelphia, Norfolk, Indianap- 
olis, Columbus and elsewhere, un- 
less the payments were made 
available to all customers on equal 
terms. 

Based on the Robinson-Patman 
Fair Trade Act, the order fol- 
lowed a complaint which asserted 
that allowances varying in 
amounts from 50 cents a week to 
a maximum of $525 a month were 
allowed with the understanding 
that the customers would feature 
General Baking Company prod- 
ucts in newspapers, handbills, bul- 
letins and otherwise. The pay- 
ments were made only to selected 
customers, the Commission said. 


Contempo Moves 

Contempo Advertising Artists 
has moved its New York offices to 
597 Fifth Ave. The new telephone 
number is Eldorado 5-1218. 


Some comments on this TIME-LIFE-FORTUNE Service 
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Garver Rejoins WJZ 


Robert I. Garver has returned to 
Station WJZ, New York, as sales 
manager after a year’s leave of 
absence because of illness. Mr. 
Garver joined the sales staff in 
January, 1942, when the station 
began operating with an independ- 
ent management and in July of the 
same year he became the first to 
fill the position of sales manager. 


J. H. Marks Elevated 


James H. Marks, a vice-presi- 
dent of the Packard Motor Car 
Company, Detroit, since 1940, han- 
dling contractual relations with 
the government on war produc- 
tion, has been named executive 
vice-president. He is chairman of 
the contract termination commit- 
tee of the Automotive Council for 
War Production. 
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“Your first bibliography was fine, the only ap- 
proach of its kind that I know of, to a problem which 


**Changing conditions emphasized in your report 
drive home to industry the tremendous job ahead. May 
I see future studies, too? Thank you.”’ 


must beset every postwar planner; i. e., trying to select 
the best from all the mass of articles, books and 
speeches which come across his desk on this subject.” 


J. M. Bickel, Chairman of Postwar Planning, 
Carrier Corporation 


**Congratulations on your survey; it contained just 
the information we wanted. Would appreciate having 
any additional surveys you make.”’ 


J. H. Rasmussen, Commercial Manager, 
The Crosley Corporation 


Glenn Haskell, President, 
U. S. Industrial Chemicals, Inc. 


“Thanks for the material from your Service on 
Postwar Information. I know that others here will 
be much interested in this, and I am having it routed. 
I hope that, as more material is developed which has 
a bearing on our business, you will send it to us.” 

Robert B. Brown, 


Vice-president in Charge of Advertising, 
Bristol-Myers Company 


“In your report, the estimate on possible — _ 
production in South America seemed at first too 
high. But your figures may now prove to be more 
accurate than ours, and thus provide the answer on 
where to locate one of our new plants.” 


*T am glad to see that publications are getting 
into the real meat of postwar planning. Your report 
is a most excellent summary of factual material on 
the statistical nature of the consumer, and I hope you 
will send us all reports of similar nature which you 


issue in the future.’’ 


(identity witheld on request) 


**Your survey on the South American market con- 
tains good information which even we do not have, 
although we have been exporting for over forty years 
and the bulk of our fan export business was with South 
America.”’ 

F. W. Burmeister, Fan Sales Manager, 
Robbins & Myers, Inc. 


“*Y our report agrees closely with the best material 
I already have, and gives some answers I had not 
been able to get anywhere else, up to now.” 


Robert M. Markley, 
ing Coordinator of Postwar Preparations, 
Thompson Aircraft Products Co. 


eed 
dis- 
**Your organization has done a splendid job on 
cial a difficult project. Our own early study of available 
material had shown us the difficulties we would en- 
and counter in securing the data and organizing it. We are 
for- grateful to Time for prompt and extremely intelligent 
phy cooperation.”’ 
‘ted Edward Goldsmith, Research Director, 
’ ‘The Aitkin-Kynett Co. 
orts 
ted From England: “‘Thank you for the report and 
will accompanying literature; a marvelous collection. It 
took 30 days to get this through Customs ; our offi- 
the cials felt it looked more like a bookseller’s import 


than a private transaction. I am very grateful for this 
excellent and useful material.” 


(an official of the British Broadcasting Corp.) 


John T. Anderson, Market Research Dept., 
The American Rolling Mill Co. 


ADDRESS REQUEST for this Bibliography to 
Time-Life-Fortune Service on Postwar Information 
9 Rockefeller Plaza, New York 20, New York 
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Corrects Johns’ Record 


To the Editor: It is with the 
deepest regret that I read of the 
passing of my old friend, William 
H. Johns. We were closely as- 
sociated for many years in various 
advertising activities, one of them 
being the Division of Advertising 
during the first world war. I 
therefore personally know of 
many of the accomplishments 
which have been properly ac- 
credited to him. There was one 
error in the list, however, and it 
will not detract in the least from 
his remarkable career to make a 
correction for the general record. 

Mr. Johns was not the creator of 
the Dutch Boy painter trademark 
of National Lead Company. When 
I was advertising manager of that 
company I took the idea to George 
Batten, who was his agency’s con- 
tact man for us, and asked him to 
have his art department make sev- 
eral rough sketches of a Dutch boy 
in the act of painting. He assigned 
aman by the name of Juch to the 
task. I selected one of Juch’s 
sketches which seemed to consti- 
tute the best pose for trademark 
purposes. 

Mr. Batten then introduced me 
to a Montclair, N. J., friend of his, 
the eminent artist, Lawrence C. 
Earle, and I commissioned him to 
make an oil painting, following 
Juch’s outline. Mr. Batten and not 
Mr. Johns was the agency man 
who cooperated with me through- 
out in bringing my idea to life. I 
know Mr. Johns would want this 
correction made. 

O. C. Harn, 
Hollywood, Calif. 
a > » @ 
Praises Feature Page 

To the Editor: Your weekly fea- 
ture page is my favorite page— 
now that “The Diary” has gone. 

Victor O. ScHWAB, 

Schwab & Beatty, New York. 


To the Editor: To put it mildly, 
I am delighted with the fine pro- 
motion you gave to the Baltimore 
& Ohio material which I sent you, 
evidenced by the article in your 
April 17 issue. 

Since this article appeared, I 
have been in Baltimore and the 
officials there are equally im- 
pressed. 

CHARLES H. EYLEs, 

President, Richard A. Foley 


Advertising Agency, Phila- 
delphia. 

— om 
Gears 


To the Editor: Hardly a month 
goes by but what ADVERTISING AGE 
comes up with a pair of ads using 
the same idea and appearing in 
the same issue of the same pub- 
lication. That’s bad enough, but 
at least they break together! 

What we are waiting for, how- 
ever, is someone who will give us 
the proper answer to use when the 
idea in our latest offering—already 
in plate form—pops up one issue 
ahead of us in the same books we 
are using. 

No one has an option on the use 
of gears to indicate activity, but 


This department is a reader’s forum. Letters are welcome. 


we can’t recall when we last saw 
them in an ad layout in the hard- 
ware publications. Lo and behold, 
out come the April issues with 
Macklanburg- Duncan Company, 
Oklahoma City, using the “Geared 
to Go!” ad enclosed. The unsus- 
pecting hardware trade will find 
themselves subjected to more 
gears and the line “Geared for ef- 
ficient distribution in the days 
ahead” (see preprint) in the very 
next issues of the same trade pub- 
lications. 

The latter is one of a series we 
are sponsoring in the hardware 
press featuring expressions from 
outstanding figures in the trade 
and confirming the benefits of the 
time honored jobber-dealer sys- 
tem of distribution. The response 
to date has been most encouraging. 

E. S. JAQUES, 

Advertising Manager, Master 

Lock Company, Milwaukee. 

. me, Se 4 
Terms WMC Rulings 

. ~ s ’ 
on Essentiality ‘A Mess 

To the Editor: You certainly 
rang the bell with that lead story 
on Page 1 of the April 24 issue 
about the WMC confusion on the 
classification of publications. This 
is a problem which has _ been 
bothering us for more than a year, 
so much so that one of the Fair- 
childs is in Washington this week 
trying to straighten out the matter. 

Notwithstanding the beautiful 
story we thought we had on serv- 
ice to the war effort, we are, 
nevertheless, classified as unes- 
sential because of a directive from 
Washington which says that all 
trade papers are so classified. 

Meanwhile, we hear that file 
clerks at Glamour, Madamoiselle, 
Charm and similar magazines are 
declared as essential and as such 
cannot go out and get other jobs 
without a release. 

The administration of the paper 
conservation order sometimes irri- 
tates us because of minor inequi- 
ties but the WMC matter certainly 
is a mess. 

You are to be commended for 
having brought it out into the 
open, although I do believe it is 
about six months overdue. 

HENRY ZWIRNER, 

Circulation Manager, Fairchild 

Publications, New York. 
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The Old Days 

To the Editor: Gerald Carson is 
right, I remember Jim Dumps very 
well, having been in advertising a 
long time. 

The street cars across the coun- 
try always carried Jim Dumps and 
Phoebe Snow, and the vaudeville 
stars of that period joked about 
those characters as much as they 
did about Ford’s Tin Lizzie. 

Now, one I remember about 
Phoebe Snow: 

The president of the Erie and 
the president of the Lackawanna 
were coming out of the old Wal- 
dorf together when the president 
of the Lackawanna tipped his 
“bowler” to a right smart looking 
“colored gal.” The president of 
the Erie raised an eyebrow and 
cleared his throat, whereupon the 
president of the Lackawanna said: 
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&. EFFICIENT D 
_lt the days shone 
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GEARED UP AGAIN—The gear theme, as adopted by two different advertisers, 


is appearing in April and May issues of publications serving the hardware field. 


“That’s Phoebe Snow; she just got 
off the Erie.” 

Those were the days of truly 
creative minds. The last 10 years 
have thinned out the ranks of 
these pioneers in the advertising 
field, but they never grew stale 
and they “had it on the ball” to 
the last and without benefit of 
Hollywood, either. Here’s to them. 

L. MaAcKIssBIn, 

Gray Marine Motor Company, 

Detroit. 
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Relief for Contract 
Termination Headaches 


To the Editor: Much has been 
written about interpreting war 
contract termination regulations 
but very little of a how-to-do-it 
nature. 

That’s why news of just such a 
manual may be welcome to many 
of your readers who are only 


starting their termination head- 
aches. 

The book, “How One Company 
Organized to Handle War Con- 
tract Terminations,” is attached 
and is self-explanatory. It is not 
theory; every suggestion in it has 
stood up under actual practice of 
handling hundreds of war contract 
terminations. 

We have no axe to grind on this 
proposition. We offer the book 
free and we do not sell forms. The 
preparation of it was suggested 
after it had been looked over by 
Chicago Ordnance, Army service 
forces at Washington, D. C., and 
checked by the National Associa- 
tion of Manufacturers. 

LEONARD RHODES, 

Sales Promotion Manager, 

Lyon Metal Products, Inc., 

Aurora, Ill. 
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WHO Finds Grocer 
Handbills Valuable 


To the Editor: The enclosed 
article from your issue of April 10 
reminds us that WHO has had a 
similar plan in operation for five 
or six years. Approximately 275,- 
000 Jack Sprat handbills with 


ee 
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WHO program listings on the bac, 
are distributed weekly by mail ang 
by hand through Jack Sprat stores 
throughout WHO’s primary area 

This plan is not only a drreg¢ 
service to WHO listeners whoge 
newspaper service is inadequate 
on program schedules, but is 
valuable to Jack Sprat Food 
Stores, in that it lengthens the lif, 
of the grocery handbill. 

After the plan had been in op. 
eration some two years, question 
arose as to its acceptance, and we 
left the WHO schedules and infor. 
mation off of two issues. Result. 
ing mail proved such high accept. 
ance of the service that we have 
had no thought of discontinuing it 
since. 

Handbills are printed by West. 
ern Grocer Company, Marshal]. 
town, Ia., parent organization of 
the voluntary chain known as Jack 
Sprat Food Stores. WHO furnishe; 
stereotypes. 

We have considered heavier edi. 
torial copy; but investigation re. 
veals that listeners want program 
schedules first. 

Woopy Woops, 

War Program Manager, WHO, 

Des Moines, Ia. 


The Story of a Local Store 
That Made Good in 


an Un-local 


Way 


Here is a story of a local store that 
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upper reaches of Wisconsin and 


well down into Indiana. 


made good in an un-local way. 
It’s the Morris B. Sachs clothing 
store and it’s doing business at 
its stand some 10 miles from 
Chicago’s loop. So what do they do! 


Since 1934, Morris B. Sachs has 
been sponsoring an Amateur 
Hour over WENR. 


And once again this station (often 
misnamed merely a ‘‘Chicago”’ 
station) proves how it has tentacles 
that reach out far from the Loop 
—not only ten miles as in the case 
of Morris B. Sachs, but to the 


So powerful is its voice and its 
results that Morris B. Sachs’ 
store has used no other adver- 
tising medium since 1934. 


Details of this one operation— 
and dozens more like it are yours 
for the asking—details that will 
prove to you in no uncertain 
terms that WENR gets results— 
not only in Chicago, not only in 
Cook County, Illinois, but in no 
less than four states—in no less 
than One-Tenth of the Nation. 


It’s yours for the broadcasting! 


ONE STORE...BUT IT TELLS TO THE FOLK OF ... 


Chicago's Basic Blue Network Station 
890 ke. — 50,000 watts—clear channel 


Owned and Operated by The Blue Network Company - Represented Nationally by Biue Spot Sales 
DETROIT - 


NEW YORK + CHICAGO - 


SAN FRANCISCO 


HOLLYWOOD - 


PITTSBURGH 
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From Guadalcanal and New 
Britain, from Iceland and the Aleutians, from 
North Africa and North Ireland and England, 
letters come to The New York News. Letters 
from service men and women. Letters that be- 
gin: “I ran across a copy of The News,” and 
go on to indicate what a thrill that was. 

We gather from these far-flung correspon- 
dents of ours that to run across a copy of The 
News in some distant war area is something in 
the nature of a trip home—because you find 
that the United States still is substantially the 
United States. 

The people are still talking back at the Presi- 
dent, Congress, the Supreme Court and the 
bureaucrats, as Americans since 1789 have had 
a constitutional right to do. Independent news- 
papers, such as The News, are still printing war- 
front and home-front news without fear or 
favoritism, subject only to considerations of 
military security. 


THE] 


NEWS BUILDING, New York ° TRIBUNE TOWER, Chicago * 155 MONTGOMERY ST., San Francisco 


Every variety of opinion is still expressing 
itself at home, and usually at the top of its voice. 
True, there are wartime restrictions—gaso- 
line and food and shoe rationing, shortages of 
this and that, high taxes. And there are reform- 
ers and theorists who want to make all these 
things more severe than they need be, so that 
when the boys come home they will find the 
United States remade into a regimented, elbow- 
roomless country which the boys will hate. 
But the old American spirit of defiance to 
such tyranny, one gathers from copies of The 
News picked up in far places, is still strong. It is 
still fighting, stilldetermined to keep this country 
as free as may be in wartime and to restore all 
its peacetime freedoms once the war is won. 
As for The News itself, one finds that it, 
too, is going along as normally as possible 
under the handicap of wartime paper shortages 
and necessary war news censorship. It is report- 
ing war-front and home-front developments 


NEW YORK'S PICTURE NEWSPAPER 
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tersely, accurately, objectively. Its features— 
Danton Walker’s and Ed Sullivan’s Broadway 
columns, John O’Donnell’s Washington col- 
umn, Hedda Hopper’s Hollywood column, 
John Chapman’s dramatic criticism, Kate 
Cameron’s and Wanda Hale’s and Dorothy 
Masters’ movie criticism, the household, beauty 
and fashion departments—are as interesting, 
informative and entertaining as ever. 

The world-famous comic strips —Terry, 
Moon Mullins, Smitty, The Gumps, Little 
Orphan Annie, Dick Tracy, and others—are 
still thrilling and amusing 2,000,000 buyers ef 
the Daily News and 3,700,000 buyers of the 
Sunday News. And The News editorials are 
still punching away for what The News believes 
to be the best interests of the American people, 
while in the Voice of the People the customers 
are still telling The News and virtually every- 
body else where to get off. 

Altogether, it seems to be a triple-riveted, 
copper-plated Adventure—with a capital A— 
to run across a copy of The News if you’re an 
American on any of our war fronts. 
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International GE 
Uses Radio Spots 


In Latin America 


Bridgeport, Conn., May 4.—In- 
ternational General Electric in one 
of the strongest bids yet made for 
leadership in the postwar Latin 
American radio market, is bul- 
warking its extensive publication 
advertising with a new series of 
more than 120 one-minute radio 
transcriptions, which are being 
made by the transcription division 
of Columbia Recording Division. 

These spot broadcasts, placed 
with local radio stations by IGE 
branch companies and distributors, 
have been designed to bring into 
Latin American homes a knowl- 
edge of the latest practical GE 
electronic developments. Scripts 


will give a wide berth to promises 
of impossible or improbable post- 
war gadgets or marvels, and will 
conform to simple “down-to-earth” 
believability. They are expected 
to help clear the man-in-the- 
street’s current bewilderment and 
avoid any future disappointment 
in electronics as a postwar de- 
velopment. 

The campaign demonstrates how 
the great advancements made in 
electronic research through GE 
leadership will benefit, after vic- 
tory, GE radios, the most com- 
monly used electronic instrument. 

First shipments of the new tran- 
scriptions to all International GE 
branch companies and distributors 
in Latin America began about 
April 15 and are to be continued 
regularly according to a_ pre-set 
schedule. 

Williams & Saylor, New York, is 
the agency, with Willard Y. Stock- 


ing account executive. J. E. Peters, 
publicity division head of Inter- 
national GE, is supervising the 
entire campaign. 


STERLING DRUG EMPLOYS 
‘SHOW-BOAT’ CAMPAIGN 


New York, May 3.—Show boat 
service has been added to the ad- 
vertising program of the Sydney 
Ross Company, a_ subsidiary of 
Sterling Drug, in the Republic of 
Colombia. 

Featuring movies, advertising 
and messages on hemispheric sol- 
idarity, a sound launch visits 
towns and villages scattered along 
the Magdalena, Cuaca and other 
rivers. As the launch ties up at 
the docks, natives who have rarely 
seen or heard talkies crowd around 
to give the show an enthusiastic 
reception. i. 

More than 80 sound trucks have 


long been used to bring Sydney 
Ross movies, men and products 
into the deepest hinterlands of 
Latin America. The sound launch 
supplements this entertainment 
and merchandising on wheels. 


Two Name Harrison 

Lester Harrison Associates, New 
York, has been named to handle 
the advertising of Loeb & Loeb, 
Port Chester, N. Y., manufac- 
turer of men’s shirts. Current pro- 
motion in national media features 
a new line of Leisure shirts made 
of Stroock fabrics. The agency 
also has been named to handle the 
advertising of Jase Products, New 
York, which will launch a cam- 
paign for its new Dee Gee polo 
shirt for ‘teen-agers, with copy 
appearing in national media and 
cooperatively in local newspapers. 
Marshall F. Bachenheimer handles 
both accounts. 


Newspaper Picture 
Exhibit Planned 

The University of Missouri wi] 
conduct its first annual Fifty Prin, 
Newspaper Picture Exhibition ag g 
feature of Journalism Week, Ma 
10-13, at the school. Entries have 
been received from newspapers 
throughout this country ang 
Canada. 

Judges will be John Field as. 
sociate editor of Life; Julius Kly. 
man, picture editor of the St. Louis 
Post-Dispatch; and George Yates 


chief of the photographic staff of 
the Des Moines Register. 


Moves Rochester Office 


Charles L. Rumrill & Cp, 
Rochester, N. Y., has moved ty 
new and larger offices at 311 Alex. 
ander St. The telephone number 
is Stone 592-3-4. 


Lovella O. Parsons _ the incredible 
“Boswell” of the cinema, whose 
features in Photoplay are always 
crowded with news no other writers 
can get. 


Adele Whitely Fletcher — whose 
faculty for getting unusual slants 
on Hollywood's news enlivens 
Photoplay’s pages. 


Joseph Henry Steele —“etcher” of 
the famous “Steele portraits,” a 
past master of the revealing trifle 
that delineates his Photoplay 
profiles. 


Dorothy Kilgatlen _ syndicated 
columnist and top flight maga- 
zine feature writer keeps Photo- 


play’s smarter set up to the minute 
on Hollywood affairs. 


Thornton Delehanty — Movie cor- 
respondent for one of the nation’s 
big newspapers — for Photoplay, a 
top biographer of the stars. 


Sere Hamilton —whose lighthearted 
pen starts the great box-office trek 
of Photoplay’s million with her 
perceptive reviews. 


Adela Rogers St. Johns America’s 
great woman journalist, the friendly 
“psychiatrist” of Hollywood, who 
understands better than all others 
the heart of a star. 


Else Moxwell _T_ady-about-Holly. 
wood whose stories about stars give 
them the distinction her nationally 
syndicated column gives socialite 
of international note. 


reasons why|] 


Eleanor Horris _ successful scenario 
writer knows her Hollywood on 
both sides of the kliegs. 


Pauline Swenson — whose person- 
ality-and-news stories for Photo- 
play are “eye-witness” experiences 
to the above-a-million readers of 
Photoplay. 


Sidney Skoisky — whose Photopla 
contributions delightfully prov’ 
hisslogan“ Hollywood Is M y Beat. 


Ruth Woterbury — Photoplay! 
gifted reporter of Hollywood ne’ 
before it happens, and of stars * 
fore they happen. 


A. 
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Peabody Board 
ri win | Names Winners of 
y Print 
nasi} 1943 Radio Awards 
Ss have Athens, Ga., May 2.—Winners of 
‘papers § the 1943 George Foster Peabody 
y and § Radio Awards—to radio what Pu- 
litzer prizes are to journalism 
eld _as- § and “Oscars” to the screen—were 
is Kly. § announced this week by Edward 
t. Louis § Weeks, editor of the Atlantic 
Yates, § Monthly, Boston, chairman of the 
staff of § peabody Board, and Dean John E. 
Drewry of the Henry W. Grady 
School of Journalism, University 
ice of Georgia, through whose office 
the awards are administered. 
& Co, The 1943 awards include: 
ved to Outstanding community service 
1 Alex. by a regional radio station—“These 
number # are Americans,” KNX, Los An- 
geles. 
LS 


put -Holly. 
‘stars give 
nationally 
} socialites 


yPHOTOPLAY 


ih 


Outstanding community service 
by a local radio station—“Calling 
Longshoremen,” KYA, San Fran- 
cisco. 

Outstanding reporting of the 
news—Edward R. Murrow, CBS. 

Outstanding entertainment in 
drama—“Lux Radio Theater,” 
CBS, and “An Open Letter to the 
American People,’ CBS—a double 
award. 

Outstanding entertainment in 
music—“Music and the Spoken 
Word” (Salt Lake City Taber- 
nacle Choir), KSL, Salt Lake City. 

Outstanding children’s program 
—“Let’s Pretend,” CBS. 


Hope Specially Cited 


A special citation was voted for 
Bob Hope “in recognition of his 
untiring zeal and the high level of 
entertainment in his camp tours 
here and throughout the world. 
The joy and strengthened morale 


which he has given to the men 
and women of the armed forces 
can never be measured. The Pea- 
body committee does not wish to 
overlook this superb contribution.” 

The selections were made by 
means of an elaborate screening 
process, based on reports received 
from listening post committees set 
up in more than 100 cities and 
from similar committees estab- 
lished in many of the leading in- 
stitutions of higher learning, plus 
scores of entries by stations and 
networks. After a_ preliminary 
screening, the Peabody board 
asked for additional information 
about certain programs. The indi- 
vidual board members then pre- 
pared their ballots, which were 
consolidated by Chairman Weeks 
and Dean Drewry. The winners 
represent the majority opinion of 
all these screening groups. 

Time and place of the actual 


a 


presentations will be announced 
later, Dean Drewry said. The Pea- 
body citations, first awarded in 
1941, are designed to give addi- 
tional recognition to meritorious 
public service by broadcasters and 
to perpetuate the memory of 
George Foster Peabody, benefactor 
and life trustee of the University 
of Georgia. 


Art Directors to Hold 
23rd Annual Ad Exhibit 


The Art Directors Club of New 
York will present its 23rd annual 
national exhibition of advertising 
art from May 16 to June 3. 

The exhibition committee, head- 
ed by John Zwinak, will select the 
300 best ads for the show from 
more than 10,000 advertisements, 
which has been the average num- 
ber of entries since the inception 
of the club in 1921. 


27 
Three Join James Peck 


James O. Peck Company, New 
York industrial and commercial 
field research organization, has 
added the following to its staff: 
James Jump, formerly distribution 
engineer in charge of promotion 
and market research of Crocker 
Wheeler Mfg. Company, New 
York; Ernst Wachsmuth, formerly 
in the field research division of 
McGraw Hill Publishing Company, 
New York, and Ira Cotins, most 
recently research statistician and 
economist of R. H. Macy & Co., 
New York. 


Spinney to N. Y. Office 

Hazen P. Spinney, formerly with 
American Legion, has been named 
eastern advertising manager of 
Children’s Activities in its newly 
opened New York office at 420 
Lexington Ave. 
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No other magazine in America has gathered 


together a more brilliant group of 


biographers and reporters of the Hollywood 


scene. All of them—great by-lines of our 


time—keep up the tradition of Photoplay as 


America’s undisputed leader in its field. 


"s ,046,896 Publisher's statement of average net paid for 1st 3 mos., 1944 (under U.S. Gov't paper rationing) 
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28 Advertising. Age, 


iay 8, 19a ; 
has been named to take charge of 
advertising, promotion and mer- 
chandising of package goods for 
the Nebraska Consolidated Mills 


Company, Omaha. 


Werner in New Post 

James J. Werner, formerly di- 
rector of advertising and manager 
of the cereal sales department of 
Miller Cereal Mills, Omaha, Neb., 


‘cial research division, in announc- 
ing results of the survey. 

When the “million-a-year” home 
market materializes in postwar, 
the survey showed, 61% of the 


garbage disposal appliances is oy} 
of line with past sales demands, 
and can be explained only by in. 3) 
creasing interest in this useful de. 
vice in recent years. 


Home Building to 


Spur Appliance 


OPPORTUNITY FOR 
ADVERTISING COPYWRITER 


Medium-sized Detroit agency, with record of steady 
growth over many years, needs a copywriter with 
well-rounded experience in production of national 
consumer, industrial and radio copy. This is not 
a war-time replacement, but the result of stable 
expansion. The man selected will have immediate 
and future opportunities in both copy and contact 
and a permanent place in a happy organization. 
Please give complete details, including draft status 
and salary requirements (no samples) in first let- 
ter. Address Box 4769, Apvertisinc Acer, 100 E. 


Ohio St., Chicago 11, Tl. 


Sales—Hotpoint 


Chicago, May 3.—Gargantuan op- 
portunities for the sale of electric 
appliances in the anticipated post- 
war home building boom are indi- 
cated in a nationwide survey com- 
pleted this week 
by Edison Gen- 
eral Appliance 
Company —bet- 
ter known as 
Hotpoint  be- 
cause of its 
electrical appli- 
ances bearing 
that name. 

And Hotpoint 
is laying the 
groundwork 
G. A. Rebensburg now to supply 

that market, 


declared G. A. Rebensburg, man- 


aij ager of the company’s commer- 


builders will be families which 
presently occupy rented quarters; 
39% will be families which now 
own their present homes, of which 
44% will bring their buildings up 
to date by remodeling. More than 
85% plan homes ranging in price 
from $4,000 to $8,000, with 50% of 
= number building for $6,000 or 
ess. 


Greater Interest Shown 


Of these new home builders, 44% 
want dishwashers; 55% electric 
ranges; 45%, water heaters; 52%, 
refrigerators; 57%, clothes wash- 
ers; 40%, ironers; 38%, garbage 
exits; and 59%, base and wall 
cabinets. The figure on dishwash- 
ers, according to Mr. Rebensburg, 
exceeds past sales performance in- 
dications, but checks with other 
sales recently made and verifies an 
apparently increasing interest in 
this appliance noted immediately 
before the war. 

In similar manner, he continued, 
the answer to the question on 


aviation industry. 


velopments. 


Circulation restricted to approx- 
imately 15,000 key men in the 


All news delivered in terms of 
* production methods, design de- 


Holds high-ranking place among 


Less than a year old as a 


a Edited by Publishing Experts 
Se for Experts in AVIATION 


ie 4 


2. opanes edition of Flying Magazine, 


iUSTRIAL AVIATION took rank with readers as an important 
Magemine, wielding to the pressure of reader interest it now 
becomes a separate Ziff-Davis publication. It sets up direct com- 


munication 


tween the men who need information and the 


mien with first hand knowledge on the thousands of specialized 
Byviation subjects. When it comes to selective, exclusive circulation 
,+. tO intense reader interest ... INDUSTRIAL AVIATION steps 
to the lead in this field, in high-calibre sales-advertising value. 

Because of a carefully maintained proportion of editorial 
matter and advertising, readers are first attracted, then held, by 
the obvious easy reading qualities offered. To the advertiser 
this means a better break in attention value and good position. 

The men who read INDUSTRIAL AVIATION are those who 
direct and dominate the manufacture of airplanes, engines, 


‘|tric appliances that postwar will 


The survey also revealed that 
ten years is the age of approxi. 
mately 20% of the ranges, refrig. 
erators, water heaters, and clothes 
washers in homes now. Slightly 
more than 10% of these appli. 
ances are 15 years old. More 
than 80% of all these appliances 
are four or more years old. 


Included with File 


The survey, based on 4,000 re. 
plies from 48 states, has a more 
than usual significance, according 
to Mr. Rebensburg, because of sey. 
eral factors involved in the samp]. 
ing method. During 1942 and 1943 
Hotpoint advertisements in con. 
sumer magazines urged readers tp 
“Buy bonds today—for that eleg. 
tric kitchen tomorrow,” and of. 
fered a “home planning file” for 
25 cents. The coupon offer re. 
sulted in 70,000 of the files being 
distributed. With the last 30,00) 
sent out during 1943, a self-mail. 
ing post card was enclosed, asking 
for answers to a dozen questions 
concerning new home plans. 

“That the purchasers of plan- 
ning files paid for this home index 
to preserve their plans, meanwhile 
responding to a message urging 
war bond purchases,” pointed out 
Mr. Rebensburg, “indicates that 
this group is closer to actual 
building than the ‘wishful’ stage.” 

Declaring that Hotpoint is ap. 
plying commercial research #@ 
marketing problems in the same 
manner as it is applying engineer. 
ing research to production prob @ 
lems, Mr. Rebensburg asserted 
that “the unprecedented sales op 
portunities of postwar imposes an 
added burden upon market re 
search people if orderly distribu 
tion is to be maintained.” These 
sales opportunities, he said, lie in 
the fact that: : 

1. The public holds $25,000, 
000,000 in war bonds, many ear-§ 
marked for postwar appliance 
purchases; $32,000,000,000 in sav-@ 
ings accounts, and other savings 
amounting to billions of dollars. 

2. Never before has there been 
the ready-made demand for elec. 


Na 


Wh 


a Y 


bring. 
Employment Is Up 


3. While there are no appli- 
ances on the market, and the sup- 
ply of all consumer goods is only 
60% of normal, there are 53,000,- 
000 persons now employed, which 
is 7,000,000 more than normally. 

4. Since 1941 consumer debt has 
been reduced by one-half, and 
millions of dollars have been saved 
for tomorrow’s needs. 

5. There are no “unpaid bal- 
ances” on appliances, and less than 
20% of normal other “unpaid bal- 
ances” for consumer goods. 

Because the acceptance of elec- 
tricity for water heating, cooking 
and other “special wiring” appli- 
ances depends upon conditions in 
the electric utility industry, said 
Mr. Rebensburg, the company in| 
1938 instituted research to deter- 
mine the operating area of each 
electric utility in the country. 

This information, he explained, 
is placed upon maps of the vari- 
ous states and then the maps are 
translated into rate data, with di- 
mensions indicating local wiring 
policies, buying power of area, and 
population figures. This not only 
gives the appliance manufacture! 
a picture of each market and sup- 
plies the distributor with sales in- 
formation, he said, but it gives 
local dealers a picture of the busi 
ness potential in their own com- 
munity. 


——, 


FOR POSTWAR PLANNING 


executives ; propellers. They are the men who have direct influence in the 

‘ : i i ies. Subscriptions f 
purchase of aircraft equipment, parts, accessories. Subsc ue all. content. an 
os ; are limited to some 15,000 key men in the aviation industry. Pa. at caielinanaiee ved editor 
ng | connens | —.; - It is not sold outside of this field . . . never on newsstands. articles on postwar themes. we 

F ' : I ; fi organizations are building pos 
i \ * search experience enables them =, P = = _ oe to our nearest office for rates and full apes bles HOW. We have 
} to present the facts in a form ' etails. Please do this now. issue files of most business pop# 
! best suited to the needs of pro- J Write for Booklet No. 20. “How Bu 
} duction executives. ness Uses Clippings” that shows 
| manufacturers and their advertis” 


ne Industrial Aviation 


Company © 540 North Michigan Avenue, Chicago 11, Illinois 
Offices: New York © Washington © Los Angeles © London © Toronto 
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BACON’S CLIPPING BUREM 


BUSINESS FARM GENERAL | 
PAPERS * PAPERS * MAGAZINES 
221 N. LASALLE ST., CHICAGO 1. 
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A cinch question for the 400,000 neighborhood Fix-its who are 
tooled up today for the postwar World of Tomorrow 


| prow old gag, “What do you know about 
machinery?” certainly didn’t originate among 
the 400,000 newsstand purchasers of Mechanix 
Illustrated. They know all about machinery, and 
Mechanix Illustrated keeps them up-to-date. ] don’t 
know any other reason why 400,000 guys should 
go to the newsstands 12 times a year and buy it. 


Advertising Director 
Fawcett Pvustications, Inc. 


_— man has a hobby, a bent, an inclination. 
A craving to know all there is to know about 
something. 


Some satisfy this craving with big-league batting 
averages. Or the roar of the fight crowd. Or watch- 
ing the indoor track boys chase that 4-minute mile. 


Some do it by collecting stamps. Or coins. Or 
squinting back into the light-years for undiscov- 
ered comets. 


Some do it by devouring all the detective fiction 
in print. Or hoarding Indian tomahawks. Or los- 
ing their shirts at bridge. 


But there’s a special, select, and very exclusive 
type, slightly. touched with genius, who build 
things, make things, repair things—in home work- 
shops down in the basement or out in the garage. 


FAMOUS WORKSHOP HOBBYISTS 


Harotp E. Cooxe, Advertising 
Production Manager of the Blaine- 
Thompson Co., Inc., owns one 
of the finest home workshops in 
America. In his home in White 
Plains, N. Y., he builds and dec- 
orates children’s furniture, fences 
and bird houses. He is now re- 
pairing a 110-year-old sea chest. 


These are the chaps who can glance at the con- 
glomeration of gadgets illustrated above, and name 
them off quicker than you can say Hedy Lamarr. 


Over 400,000 of these mechanical-minded hobby- 
ists are avid readers, each and every month, of 
Mechanix Illustrated. 


And the manufacturer who has their loyalty and 
their patronage is all set for the World of Tomor- 
row, with 400,000 “neighborhood salesmen” who 
will see that his product is used and used right. 


This avid readership of Mechanix Illustrated is 
constantly being demonstrated by the advertising 
campaigns we carry, issue after issue. Correspon- 
dence schools. Patent attorneys. Tool and gadget 
manufacturers of all descriptions. National adver- 
tisers in many classifications of consumer goods. 
Most of these advertisers tried us on a test basis— 


and stayed. We are the best buy in the field, and 
the following figures prove it: 


“Mechanix Illustrated has the largest news- 
stand circulation in its field in America. 97 
out of every hundred buy their copies at 
newsstands. Three years ago we averaged 
170,000 circulation at 10c. Our delivered 
average for 1943 was better than 400,000 per 
month, at 15c. In the first six months of 1943 
alone, we gained 47.7% circulation. In the 
same period we pulled 936 primary readers 
per advertising dollar.” 


Try us yourself in 1944—and watch how we pull 
for you. 


One of the Great Family of Fawcett Magazines 


FAWCETT PUBLICATIONS INCORPORATED 


NEW YORK 18: 1501 Broadway ... CHICAGO 1: 360 North 
Michigan Avenue ... LOS ANGELES 14, Pacific Mutual Build- 
ing, Edward S. Townsend Co...SAN FRANCISCO 4, Russ 
Building, Edward S. Townsend Co. 
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30 
Struthers Advanced 


Harvey J. Struthers, in the sales 


department of WCCO, Minneap- 
olis, has been made sales manager. 


IMPRINTING 
FOLDING 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


Consumer Co-op 
Survey Gives 
Employe Figures 


New York, May 2.—The first 
survey of employes of consumer 
cooperatives in the United States, 
recently completed by the Coop- 
erative League of the USA, reveals 
that 16,481 people are now em- 
ployed in full-time positions in as- 
sociations affiliated with the 


league and national cooperatives. 

The analysis shows that 67% of 
co-op employes are engaged in re- 
tail distribution of goods and serv- 
ices, 26% in wholesale or regional 
activities and 7% in co-op owned 
plants manufacturing goods for 
distribution through cooperatives. 
These figures exclude employes 
of private profit factories produc- 
ing goods for distribution through 
cooperatives. 

Wallace J. Campbell, head of the 
New York office of the league, re- 
ports that the actual figure is 
probably somewhat higher than 


this estimate, since the survey is 
incomplete in several details. Part 
and full-time agents of insurance 
cooperatives who are not classed 
as employes were not included in 
the survey. 

At the time the statistics were 
compiled only a few of the pro- 
ductive plants had been reported 
on and, since the co-ops now own 
and operate 112 factories, mills 
and refineries, the figure for em- 
ployes of manufacturing enter- 
prises owned by consumer coop- 
eratives will be _ considerably 
higher. 


SHATTER 


by horses or 
ing men, the 


Another tradition was 


“And the caissons go rolling along” has 
been the chant of the field artillery for 
many years, yet until recently that was 
true largely in song. Traditionally drawn 


NG AL* TRADITIO 


mules, assisted by strain- 
big guns were often stuck 


in mud or ruts. 
Today our heavy artillery really rolls... 


Ff / 


speeded through mud or across country by 

powerful tractor-haulers which also carry 
the gun crews and a supply of big shells. 
Back of such tradition-shattering innova- 
tions... and making them practical... is 
American Industry with its unusual ability @ 
to produce what is needed with unbeliev- 
able speed and in tremendous volume. 


CONSOLIDATED Céaded PAPERS 


AT UNCOATED PAPER PRICES 


shattered in 1935 when 


Consolidated led the way in manufacturing enamel- 


coated paper so speedily and economically that it 
could be sold at uncoated paper prices... an 
achievement which materially aids in speeding up 


our war effort. 


Fighting forces are completely dependent on an 
unceasing flow of materials and munitions and can 
be no better than the support they get from home!! 


In great magazines many 


pletely realistic by a wealth of photographs... keep us 
closely in touch with our men and show us the 
problems and dangers they face daily. This builds 
ever-increasing enthusiasm on the home front 


! yi 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


news stories... made com- 


four Modern Mills... All in Wisconsin 


and gives our war efforts an incalculable impetus. 
Consolidated manufactures an important share of 
the coated paper used for reproducing such photo- 
graphs in magazines and other publications. 

Equally important, Consolidated Coated helps our 
necessary war economy. Not only is it 
low in price, but opacity and bulk are 
so relatively high that lighter weights can 
be used without reducing the effective- 
ness of illustrations ortype. This conserves 
both paper and wood pulp. And finally, the 
high quality of Consolidated Coated is ob- 
tained with minimum use of critical ma- 
terials, man-power and machine-hours. 


, | 
SALES OFFICES 


135 SO. LA SALLE ST., CHICAGO 3 
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THE NATIONAL UNDERWEAR 


BATTLE UNDERWEAR—This is the first 

in a new series of ads by P. H. Hanes 

Knitting Co., Winston-Salem, N. C,, 

appearing in 420-line space in more 

than 800 newspapers throughout the 

country (AA, May |). N. W. Ayer & 
Son is the agency. 


Named Publisher 


Maurice S. Sherman, editor-in- 
chief of the Courant, Hartford, 
Conn., has been elected publisher 
and president of the newspaper, 
succeeding the late Henry H. Con- 
land, who died April 15. 


AFA Adds 6 Members 


The Advertising Federation of 
America has admitted to member- 
ship American Colortype Com- 
pany, Chicago; the Daily Tribune, 
Greeley, Col.; News Publishing 
Company, Port Arthur, Tex.; the 
Republican - Herald, Winona, 
Minn.; Caldwell - Clements, Inc, 
and St. Georges & Keyes, New 
York. 
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FAMOUS 
DECISIONS 


EVENTEEN years ago 
Coolidge said: I do 
not choose to run. 


§ Seventeen years ago 
The Herald-Traveler 
decided it did not 
choose to follow. 


§ And for seventeen 
years its progress, 
modestly stated, has 
been sensational. 


§ Our linage position, 
in Boston and in 
‘America, is national 
recognition of The 
Herald-Traveler as one 
of the great newspapers 
of the United States. 


One of America’s Great 
Newspapers 


THE = —‘“u? 
HERALD-TRAVELER 


Boston, Massachusetts 
~— 
George A. McDevitt Co. 


National Representatives 
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ERE’S the survey of buying which shows who gets what 

out of Mrs. Milwaukee’s grocery budget . . . what prod- 

ucts are regularly put on her shopping list ... what brands... 

when she buys... where... how much at one time... how her 

purchases compare with past years as to brands and types of 

products . . . what changes have taken place in her wartime 
buying and living habits. 


The Milwaukee Journal 1944 Consumer Analysis is reliable, up- 
to-date buying information direct from consumers—the kind of 
information that’s worth a lot of money to men directing sales 
planning. It’s doubly valuable today and every sales and adver- 
tising executive in the food field should have acopy. Just write 
The Milwaukee Journal, 333 West State St., Milwaukee, Wis. 
Or in New York, telephone O’Mara & Ormsbee, Caledonia 
5-9544—in Chicago, Franklin 1590. 


THE MILWAUKEE JOURNAL 
Po FIRST BY MERIT I< 
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Grocery Subjects Covered Include: 


Coffee, cereal beverages, breakfast foods, 
bran products for baking, package crackers 
and cookies, bread, flour, cake flour, soy 
flour, gingerbread mix, muffin mix, pancake 


or waffle mix, liquid beef extracts or gravy _ 


mixes, bouillon cubes, dry soup mixes, baby 
foods, dry beans, dry peas, dog food, prepared 
mustard, peanut butter, package vegetable 
shortening, lard, oleomargarine, honey, candy 
bars, macaroni or spaghetti, toilet bowl 
cleansers, bottled bleaching fluid, package 
scouring cleansers, soap products for house- 
hold laundry, soap products for dishes, soap 
products for fine fabrics, cleaning products 
for walls and woodwork, toilet soap, root 
beer, Cola (or Kola) drinks. Also shows 
trend of buying of canned fruits, canned 
meats, canned vegetables, canned juices, 
fresh meats, cereals and the amount of home 
canning and home baking. 
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Sinclair, Texas 
Companies Launch 
New Ad Campaign 


New York, May 2.—Sinclair 
Refining Company will get a new 
advertising campaign under way 
the week of May 15, with news- 
paper ads appearing in 73 key 
cities of the Sinclair marketing 
area. 

About 100 newspapers will be 
contracted on a 10,000-line basis, 
with about 70% of this linage be- 
ing used in the next three months 
and the remainder to follow later. 
Copy ranging from 300 to 700-line 


space will appear weekly and will 
highlight Sinclair’s part in the 
war effort and its dealers’ service 
in prolonging car life. 

The campaign and copy are ar- 
ranged so that the company’s 
agents in smaller cities and towns 
can tie in on a cooperative basis 
with advertising in local papers. 

Supplementing the newspaper 
campaign, Sinclair will expand its 
radio activities. Beginning May 2, 
it will sponsor Frank Singiser in 
special news commentaries Tues- 
days, Thursdays and Saturdays 
from 8 to 8:15 p.m., EWT, over 35 
Mutual stations on a_ special 
hookup of eastern states. For the 
past 18 months the company has 
been sponsoring “Confidentially 
Yours,” with Arthur Hale, an- 
other 15-minute news program, 
heard over a Mutual lineup which 
takes in states in the Midwest, 
South and Southwest. This pro- 


April, 1941 


When You Think of 
NEW ORLEANS 


.. . You Think of 


Consolidated Vultee 


MADE 


PBY Patrol Bombers 


IN NEW ORLEANS 


WL 


NEW ORLEANS 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


FLA. 


WWL—LAND 


WWL Dominates the NEW Deep South— 


Headed for PERMANENT Prosperity 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


ae tbig, 


gram will continue along with the 
Frank Singiser broadcasts. 
Hixson-O’Donnell Advertising 
handles the account. 


TEXAS CO. RELEASES 
SERIES OF SIX ADS 


New York, May 2.—The Texas 
Company has released a series of 
1,000 and 1,250-line advertise- 
ments in 259 newspapers in 216 
cities across the country of 100,000 
or more population stressing the 
vital importance and usefulness ot 


America’s motor cars during the 
war emergency. 

Over the signature of Texaco 
dealers, the campaign emphasizes 
the importance of adequate car 
care at a time when so many cars 
are wearing out and going off the 
road with no replacements in 
sight. It offers specific suggestions 
on proper care to prevent exces- 
sive wear and waste of gasoline 
and how to keep cars in top con- 
dition during wartime use. 


Gives Dealer Support 
The first ad, which appeared 


Advertising Age, May 8, 194 


last week, is illustrated by a Tey. 
aco service man wearing a horse, 
harness and pulling an auto, with 
the caption saying “I’d almost gy 
this far to keep your car on the 
road!” Copy then gives helpfy 
information keyed to such syb. 
captions as “Engine Tonic,” “Ney 
Life for Batteries,” “Physica 
Exam for Cars,” “Guard Thoge 
Gears,” “Conserve Tires,” “Coo}. 
ing System, too!” and urges ¢a, 
owners to “make an appointment 
with your Texaco dealer today!”, 
Newell-Emmett is the agency, 


aa 


“I'm not having any trouble giving you and the 
children delicious, healthful meals with what foods I can 
buy—thanks to Better Homes & Gardens.”’ 


Better Homes & Gardens 


America’s Family-Service Home Magazine 


“My cook book is 
in tune with th 


“, .. thanks to the punched-hole recipe pages from Better 
Homes & Gardens. Every month there are two pages of 
recipes, already punched, each a perfect fit for the ring 
binder of my Better Homes & Gardens Cook Book. All 
I have to do is clip them out. 

“That’s what I’m doing with the recipe for those steak 
sandwiches you raved about last night.’ Not only was 
that recipe mighty easy on the points—it was good, too. 
That’s the way it is with all Better Homes & Gardens 
recipes. They take into account the shortages, high 
point values, or availability of foods on the market today, 
and plan their recipes accordingly. 


“ ..thanks to Better Homes & Gardens” 


Those words “... thanks to 
Better Homes & Gardens” —are 
echoed and re-echoed the length 
and breadth of America by fam- 
ilies grateful for timely, practical 
guidance in the many problems 
brought about by wartime liv- 
ing. Whether it’s meal planning, 
gardening, child care, home 


management or maintenance, 
canning and preserving—Amer- 
ica’s families find a solution to 
their questions in the pages of 
Better Homes & Gardens. No 
wonder it has shown such a 
marked increase in reader in- 
tensity. Meredith Publishing 
Co., Des Moines 3, Iowa. 
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CAB Announces 
Next Step in 


Expanded Service 


New York, May 2.—The Co- 
operative Analysis of Broadcasting 
last week announced the next in a 
sequence of moves to provide its 
advertiser, agency and network 
members with a complete and 
standardized service covering all 
phases of radio audience analysis, 


as reported in detail last February 
(AA, Feb. 7). 

Starting with the April CAB re- 
port, radio programs broadcast 
from 10:30-11:30 p. m., EWT, will 
be surveyed nationally by the 
equivalent of a telephone coinci- 
dental technique (telephoning 
homes during the time such pro- 
grams actually are on the air). 

The new service, according to 
CAB, is based on an “adjusted 
sample” technique, and in its bul- 
letin to members says that “from 
its many years of experience with 
both telephone recall and coinci- 


dental interviewing CAB has been 
able to develop a service which 
will now extend semi-monthly in- 
formation on commercial program 
audiences an hour later in the 
broadcast day.” 


Two Name Salzman 


Hal A. Salzman Associates, New 
York, has been named to handle 
the advertising of Twin City Shel- 
lac Company, Brooklyn, N. Y., 
maker of Dan Dee wax and floor 
polishes, and Zoredex Labora- 
tories, New York. 


Moves Western Office 


Benjamin G. Oman, western ad- 
vertising manager of Song Hits, 
Latest Hit Songs and Baton, has 
moved to 360 N. Michigan Ave., 
Chicago 1, Ill. The new telephone 
number is Andover 1349. 


Friduss Studio Moved 


Gene Friduss, Inc., advertising 
photographer, has moved to its 
new office at 45 West 57th St., New 
York. The new telephone num- 
ber is Plaza 3-5996. 
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Lalonde in New Post 


F. M. Lalonde, formerly with 
McConnell, Eastman & Co., To- 
ronto agency, has joined Spitzer 
& Mills, Montreal agency. 


RE YOU SELLING THEM BFFECTIVELY? 


Broyles Agency Expands 

Broyles Advertising Agency, 
Denver, Col., has added to its office 
space in the Midland Savings 
building there and has leased new 
quarters for its Colorado Springs 
office in the First National build- 


Appoints Wildrick 

Wildrick & Miller, New York, 
has been named to handle the ac- 
count of the Industrial Mineral 
Wool Institute, New York. A new 
campaign in industrial publica- 
tions has been released. 
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Pin-Ups’ Promoted 

Walter Thornton Model Agency, 
New York, currently using two- 
column advertisements in New 
York metropolitan newspapers to 
promote its distribution of “pin- 
up” girl photographs to the armed 


ing. Robert B. McWilliams, man- forces, is increasing its appropria- 


- 
You should bave expertcounsel j}ager of the Colorado Springs . : tion to allow for larger two-col- 
+ on how to reash the growing branch, has been named director Opens Radio Campaign umn ads as well as some three-col- 
’ $7 Billion Negre Market. Consult | of public relations for the agency,|} Don Juan, Inc., maker of Don|umns. The agency has already 


with quarters in Denver. J. E.| Juan lipstick, has released through} mailed out 200,000 photographs 
Dunner, for the last 17 years with|J. M. Korn & Co., Philadelphia] upon request and hopes to ulti- 
APAERICANS Negro jganization the Colorado Springs Gazette-| agency, a radio spot campaign in mately give the boys 1,000,000 
‘SA NEGRO + Advertising » Research | Telegraph, has been named to Mr.| 43 cities to supplement its maga-| photos. S. Duane Lyon Inc., New 
: $45 Fifth Avenue + New York,N.Y% | MicWilliams’ former post. zine and newspaper schedules. York, is the agency. 


| OUT OF ° 
EVERY 10 DAVID Jj. SULLIVAN 


In 1850, plenty of voters in our 3] states thought the : ie 
government had more than enough land on its hands, 
without taking over a vast territory from Texas. 


Advertising Age, May 8, 194 


National Income 
of 165 Billion in 
‘46 Is Predicted 


Washington, D. C., May 3.—¢j. 
vilian employment in 1946 will be 
close to 10,000,000 greater than 
was in 1940, Amos E. Taylor, dj. 
rector of the Bureau of Foreign 
and Domestic Commerce, predicteg 
here today before the Institute 
Women’s Professional Relations, 

The estimated value of goods 
and services will level off at aboy 
165 billion, he said; some 2,000,009 § 
men will be retained in the armej 
forces and another 2,000,000 may 
be unemployed. 

“The fighting will be over be 
fore the economic emergency,” he 
said, declaring that the maip. 
tenance of private buying power ty 
step into the gap caused by falling 
government expenditures is essen. 


Fortunately, others had the foresight to realize the 
wisdom of continued expansion. 


Today, advertisers with foresight for post-war expan- 
sion are strengthening their position in markets that 
will retain, through the post-war era, their high war- 
time buying power. Outstanding among such markets 
is the vast food-producing empire served by The 
Cowles Stations, ineluding: 


16 wholesale centers (pop. over 25,000) 

80 retail centers (pop. 5,000 to 25,000) 

601,543 farms, each an industry in itself, both 
now and in the post-war period 

1,387,690 radio homes (daytime primary) with 
a population above 6,000,000. 


To this entire region, The Cowles Stations beam your COLORADO 
advertising at group rates as low as $72 for a daytime 
warter-honr on three stations .. . truly the BIG 


UY of 1944. 
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WNAXG 


SIOUX CITY 
YANKTON 


COWLES © 
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tial to achieve postwar economic 
| balance. 


'MUST EXPAND MARKETS, 
SAYS FEDERAL RESERVE 


Washington, D. C., May 3.—Mar. 
kets for finished goods must he 
expanded and maintained “con. 
siderably above prewar levels” if 
we are to utilize our new-bom 
capacity, the board of governon 
of the Federal Reserve Boan 
pointed out today in a review of 
1943 economic trends. 

The reserve board’s index 
climbed to 240 in 1943, 40 points 
above 1942 and the highest in his. 
tory, but civilian production 
dropped 20 points, it reported 
Purchases of consumer durable 
goods exceeded output and inven- 
tories were further depleted, the 
report said. 

Inflationary tendencies increased 
during the year as a result of the 
widening spread in disposable in- 
come and the shortage of goods, 
the board said. Increased taxes 
consumed only 11 of the $26 bil- 
lion increase of national income 
during 1943 over 1942. Savings in- 
creased $7 billion, while the re 
maining $8 billion went into in- 
flationary consumer expenditures, 


Simon Forms New Agency 
as Menken Retires 


With the retirement of Harold 
D. Menken from the agency busi- 
ness, Menken Advertising, New 
York, founded 20 years ago, has 
been dissolved. Mr. Menken will 
continue his office at 55 Liberty St 
to manage his investments and 
will also devote more time to the 
supervision of his 600-acre farm, 
“Corotoman,” in Upperville, Pa. 

At the same time, Douglas D. 
Simon, who has been a vice-presi- 
dent of Menken Advertising, has 
formed a new agency under the 
name of Douglas D. Simon Adver- 
tising, which has taken over the 
Menken offices at 280 Madison 
Ave. and will operate with the 
same creative personnel of the dée- 
funct agency. A few of its oldest 
and biggest accounts are Germaine 
Monteil cosmetics, Bibermant 
Brothers (L’Aiglon dresses), 
Brewster Hats and Famous Batt, 
the last a St. Louis account. 
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DEALERS 


about your activities now and 
your future plans—in the Sunday 
Courier Express. Sunday adver: 
tising gives you a double-bar 
reled shot in Western New York; 
one protects your dealer rela- 
tions, the other sells consumers. 
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This kind of war advertising 


-Is still needed! 


Advertisements like these helped persuade at least 20 million Ameri- | 
cans to plant Victory Gardens last year and again this year. 


But that’s only part of the battle. 


‘ Even last year, many people lost interest in their gardens before the 
job was done. Still others failed to can or preserve the food they raised. 


This year, many people seem to feel that the war will soon be over. 
Because they believe this, they may think that food shortages are 
about to ease up. 


— 
Un battlefields Sati 
like this be 


a 


They may tend to lose interest in their Victory Gardens . . . to forego 
working as hard at them as they might. Therefore, they must be). 

persuaded that food is still critical . . . is still our greatest single’ 
, potential weapon of war . . . and that Victory Gardens are one of the 


arsenals from which this weapon comes. 
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Advertisers are in a unique position to do this job. For advertisers , © 
have learned how to appeal to people’s emotions and common sense 
in a way to induce action. | 


In the next few months there will be urgent need of advertising that 
drives home to people the fact that this year’s Victory Gardens must 
produce a bumper crop . . . and that the need for home canning is 
greater than ever before. 


al... in vitamins, 
minerals, . . this way! 
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Young & Rubicam, Inc. 
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Lodin Joins B&B 

Lewis Lodin, formerly with 
Brisacher, Davis & Van Norden, 


New York, has joined Benton & 
Bowles, New York, as copywriter. 


New Peter Pan Drive 


Peter Pan Foundations, Inc., 
New York, has begun a new cam- 
paign of consumer advertising in 
women’s magazines and business 
publications. Ben Sackheim, Inc., 
New York, is the agency. 


Your Copy Will FIT ... 


without bother of counting wordsl 


Handy card simplifies copy fitting. Merely 
set your typewriter as indicated on card and 


8-pt., 10-pt. and 12-pt. copy goes line-for- 
line as you type it. Your copy blocks will 
FIT! Especially fine for newspaper work. 


Money back if not pleased. Keep one by 
every typwriter. Per card $1.00 


. Gordon 
Smith Advertising Service, Liberty Building, 
ngton. 


Yakima, Washi 


Push New Wheaties 
Offer of Planes 
That Really Fly 


Minneapolis, May 4.— General 
Mills today partially revealed the 
scope of its newest venture in 
Wheaties promotion among Amer- 
ica’s youngsters — distribution of 
paper model airplanes that really 
fly. 

An offer on the Jack Armstrong 
program over the Blue Network, 
April 27, of an American P-40 Fly- 


ing Tiger and a Jap Zero for two 
Wheaties box tops signaled the 
opening of a two-week national 


campaign which is only the prel- 
ude to one of the biggest sales 
activities in Wheaties’ energetic 
promotion history. 

Officials won’t reveal how many 
model planes they are preparing to 
meet an expected deluge of re- 
‘quests, but it was learned reliably 
that the total will run into the 
hundreds of thousands which, on 
a quantitative scale, is expected to 
set a record for this type of promo- 
tion. 

The models also set a record on 
a quality basis, too, being substan- 
tial improvements over anything 
else in the same line offered and, 
in the opinion of company officials, 
better than anything youngsters 
are likely to find for sale. 

Follow Extensive Tests 

The planes are the result of 

much testing and experimentation, 


motion manager at Knox Reeves 
Advertising, Minneapolis agency 
handling the program. They are 
designed from two types of paper 
and made to be cut out and set up 
by any reasonably bright boy with 
every assurance that their per- 
formance and appearance will de- 
light air-minded juveniles. 

The first network broadcast offer 
emphasized that the listeners were 
to send in only the box tops and 
save their money for war stamps. 


Comic Books Carry Offer 


All major comic books are 
carrying insertions through June 
on the offer, with every issue, 
monthly and seasonal, carrying 
copy. Two planes, a Spitfire and a 
Focke-Wulf, are offered in this 
series. 

The campaign is getting a push, 


according to Fred H. Lamb, pro- 


too, on “Kitty Foyle,” General 


Which are the 
counterfeit 
gas coupons? 


to write the license number on the coupons. 
Both suggestions aré being put into effect. 

There are bouquets in the columns of 
National Petroleum News. There fre- 
quently are brickbats, too. It always has 
been the editorial policy of the publica- 
tion to have its say frankly and fearlessly 


Look at the coupons in your own pocket. If 
you were the man behind the gas pump, could 
you be sure they were legitimate? . 

That gives you an idea of what the oil industry 
has been up against. And that’s why National 
Petroleum News “went to bat” to promote two 
ideas that would make compliance easier for the 
industry and the wartime gasoline conservation 
effort more effective. . 

Editorially, it has been pointed out that gaso- 
line station operators could not be expected to 
become FBI investigators, that there are two 
ways of correcting the evil. One is to sell Ameri- 
cans on rationing as a patriotic duty, the other 
to put teeth in the order requiring the car owner 


~~ 0 Rae | | ; 
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of oo ad 8 
Official OPA Photograph 


on every problem which will affect the industry. 

Perhaps this is one reason why the publication 
is welcomed by top management men throughout 
the industry, regarded with respect and read even 
by Washington bigwigs whose decisior: it may 
see fit to question. National Petroleum News, 1213 
West Third Street, Cleveland 13, Obio. 


Eighty-seven per cent of 
oil marketing manage- 
ment men prefer National 
Petroleum News over 
other publications serving 
the industry, according to 
unbiased surveys. 


Advertising Age, May 8, 1944 


Mills daytime show, with promo. 
tion stressing the educationaj 
value of juvenile interest in mode] 
airplanes. 

Other promotion includes 4 
broadside for grocers and a cam. 
paign by Wheaties salesmen to 
place two-box units of Wheaties 
the band carrying promotion ang 
a coupon for the aircraft. 
General Mills hatched the new- 
est trick in its bag of merchandis. 
ing ideas after nearly a year of in- 
cubation. First move was acquir- 
ing the services of Fred D. Myers, 
New York artist and commercia] 
designer who had _ previously 
painted recognition pictures for 
the Navy air services. He worked 
out a method of preparing paper 
cutout planes capable of flying 
when properly put together. 
General Mills commissioned him 
in 1943 to develop a foolproof se- 
ries of authentic models and the 
first spot announcements were un- 
leashed in February on a test ba- 
sis over WTCN, Minneapolis, 
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NIGHT» DAY 910 KC 


EDWARD PETRY & CO. INC. NATIONAL REPRESENTATIVE 


WOWO, Fort Wayne, Ind., WARM, I 
Scranton, Pa., WXYZ, Detroit, 
WISN, Indianapolis, and KCMO, 
Kansas City. 

Neither General Mills nor Knox . 
Reeves would talk about specific a 
returns, but it is known that the aa 
flood and speed of response proved 
they had a red-hot item. 

Paper Group to Meet 

The 26th annual meeting of the 
National Paper Box Manufacturers 
Association, Philadelphia, will be F 
held May 21-24 at the Drake Ho- §| fied wi 
tel, Chicago. ‘ 

—_—___——- a peric 
Buys Farnsworth Process ing H 

The packing and_ processing 
equipment of the Farnsworth Fruit 
Farms, Waterville, O., has been 
sold to the La Choy Food Prod- 
ucts, division of Beatrice Cream- § North 
ery Company. The machinery will 
be installed in the new La Choy § decad 
plant at Archbold, O. 
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f 
turers No banker has been more intimately identi- 
e Ho. fied with the remarkable growth of Seattle over as long 


a period as James W. Spangler, president of the Clear- 


C€SS § ing House Association of Seattle. 

"Fru 

a. He has seen the Queen City of the Pacific 

— Northwest quadruple its peace-time population in four 

Choy } decades and rise to a position of pre-war industrial 

—— | eminence. 

. Naturally the Seattle Post-Intelligencer 

. turned to him for an expression of banking opinion 
on Seattle’s post-war prospects. Highlights of this 

5 revealing interview follow: 

S Interviewer: Mr. Spangler, will you name 
one of the most constructive developments, from a 
banker’s point of view, that Seattle may expect from 

a its war-time activity?” 

Spangler: “Yes. I would name the unpre- 
cedented degree of solvency achieved by Seattle’s 
population as a result of war time conditions. This 

‘ should provide a substantial bulwark in the transition 
from war to peace.” 

x Interviewer: You mean by that — ? 

‘ Spangler: “I mean that the people of Seattle 
are among the most solvent in the country today. They 


have accumulated more than a half billion dollars in 
savings. On top of that they have scaled down their 
personal and mortgage bank debt by tens of millions 
of dollars, They will enter the post-war period in the 
healthiest cash position they have ever enjoyed.” 


t8tee 


Interviewer: How do you compute the 


savings? 

Spangler: “There are 300 million dollars in 
Savings accounts in Seattle banks today. Two years 
ago it was 180 million. Ten years ago it was only 98 
million, In addition our people now hold more than 
200 million in Series E war bonds.” 


lumber 3 of a Series — Talks With Seattle’s Wartime Leaders 


Re 


Frones wM 
SPANGLER 


President of The 
Clearing House 
Association 

of Seattle 


EVEN 


Interviewer: The half billion dollars seem almost astronomical. 


’ 


“ners 


Spangler: “Nevertheless, that is the figure. Seattle’s population will go into the post-war period | 
with the smallest per capita debt and the largest per capita savings in its history. The problem of our ] 
people will not be financing peace time purchases but in finding the things to meet their accumulated 
needs and desires. Great care must be exercised to avoid post-war extravagances that could have an in- 


flationary effect. Editorials and informative articles in the Post-Intelligencer undoubtedly have contri- 
buted, along with war time restrictions, to Seattle’s remarkable war time savings record. We are counting 


on the same wise guidance from you when war time restrictions are lifted.” 
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REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


NEW YORK © CHICAGO © BOSTON © SAN FRANCISCO © PHILADELPHIA © DETROIT © PITTSBURGH © BALTIMORE © LOS ANGELES © SEATTLE 
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Anybody who knows Chicago admits The TIMES is a very 


lively newspaper. 


It had to be to become the only outstanding metropolitan news- 


paper success of the past fifteen tough and troubled years. 


But have you considered that, with all its liveliness, The TIMES 
hasn’t had to run around hysterically, yelling “yippe,” or scold, 
or nag, or burn itself carrying a pet torch, or fake the news to 
sell some papers, or act as though it is the only wise guy in 
town and has the heaven-sent assignment of telling the common 


herd what to do? 


The free, reasonably smart American citizen wouldn’t have 
much confidence in any individual who hopped and howled 
around doing those things. And we have the idea that the solid 
citizens of Chicago like a newspaper to have the personality of 


a vigorous gentleman of good judgment. 


YE heel macgogea Ml abide Mod 


Anyway, we’ve worked on that basis and The TIMES’ success 


_ is a very positive sign that we have correctly judged the reaction 


of our fellow citizens. 


Maybe a strange part of it all to the stranger who doesn’t know 
Chicago and The TIMES as he should, is that The TIMES, with 


its rational balance, is a tabloid and a very sprightly one at that. 


Yet, you might have thought that a tabloid is a paper which 


“tells all” about a guy shooting a moll in a love nest. 


Isn’t it remarkable what a lot of things a fellow learns when he 
really looks? 


THE ‘TIMES 


CHICAGO'S URE NEWSPAPER 
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b FAR JOE . . . . BUSINESS CHART OF THE WEEK . 
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Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

When we spent those hours together 
three months ago in the Hotel Sherman 
(you were on your way from training 
camp to an embarkation port), I was im- 
pressed with one thing that you probably 
did not notice. In spite of the five years 
that you had spent in 
advertising ANG PYTO- reps 
motion, you were not 
interested in talking 
about advertising; 
you wanted to talk 
about the war. I have 
noticed the same atti- 
tude in my letters 
from other admen in 
the service. 

I am not much sur- 
prised for as I recall 
my own experience 
overseas in the pre- 
vious war I remember 
that I did not think 
much about my prewar job. Home, yes, 
but job, no. I was too engrossed in my 
daily life, just as you are. 

But if you have any idea of coming 
back to advertising after the armistice, 
I suggest that you take advantage of some 
of your spare moments now to think back 
to and through the fundamentals of this 
field. You have an invaluable opportu- 
nity to do this because you are far enough 
away physically and mentally to see 
through the details of advertising and 
promotion to the real essentials. 

First of all, remember that advertising 
is primarily a tool of business to influence 
people. The first requisite of effectiveness 
in that is a knowledge of folks as they 
are inside themselves. If you really know 
what makes people tick, you'll be way 
ahead of most of us who only think we 
know human nature. 

You have a priceless chance now to 
examine your fellows in the raw—to learn 
their secret motives, ambitions, fears, de- 
sires. And those G. I. Joes you live with 
are a good cross-section of the public 
you'll be advertising to later on. So study 


Elon G. Borton 


them all you can—find out why they do 
some things and don’t do others, what 
they like and dislike, how they respond to 
certain appeals and arguments. Do this 
with the guys you dislike as well as the 
ones you naturally pal around with; you’ll 
probably get more new and valuable 
angles of insight into folks that way. 

You'll probably find out what you al- 
ready suspect, that they don’t know much 
about advertising and some of them have 
strange ideas about it. But if you probe a 
bit, I think you’ll find that the advertising 
they like best is simple and straightfor- 
ward, that they are not much impressed 
with the trappings of fine writing and 
art, and that they primarily want helpful 
and truthful information. 

One warning—and this may not be 
pleasant to hear. You will not find it 
easy to get back into advertising after 
the war. I don’t mean that you will not 
be welcomed, for you will be. Most em- 
ployers will want you G. I. Joes back 
and are planning a place for you. 

The trouble will be with you—to ac- 
climate yourself to the routine again. You 
will have lived a lifetime in a few years 
while we have gone along very much as 
usual. You will have had many experi- 
ences that we cannot understand nor 
share. You'll have to be very patient 
and tolerant with us for a while. 

But if you can get out of this war 
experience what I expect you to get, you'll 
be a much more effective advertising man 
than you were before or than you could 
possibly have been without this dramatic 
and dreadful interlude of war. You may 
even be a great advertising man. For you 
have lived intensely in your war service. 
You have risen to the heights emotionally, 
have been at white heat again and again. 
You have known moments of great hero- 
ism and others of utter let-down. You 
have known life as few ever know it. And 
that intensity and knowledge of life are 
what make for great advertising. 

ELON G. BORTON, 
Director of Advertising, 
LaSalle Extension University. 


the Pay- Off f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 

A reader writes, “Do you think that the 
coming invasion of Europe will cause 
‘keyed’ advertising to pull poorly?” 

Yes, undoubtedly it will have that result 
for some days immediately after the inva- 
sion occurs. How long the invasion will 
affect results will depend largely on the 
immediate success of the invasion, the 
number of casualties, the severity of the 
fighting, etc. If the beachhead is quickly 
secured and the drive inland goes fast, 
your results will spring back quite quickly. 
If the invasion goes slowly and poorly and 
Casualties are heavy, you will find the 
drop in results also prolonged. 

My own experience—and I am sure it 

was the same with all mail order adver- 
tsers—was that the attack on Pearl Har- 
bor caused a sharp fall in replies and sales 
for nearly two weeks. 
_ The reason is obvious. A big event of 
interest to everyone (such as Pearl Harbor 
or the invasion of Europe) grabs the 
attention and interest of your readers or 
radio listeners. They read everything 
they can find about it, they listen to radio 
news and comments on it, they talk about 
it and they have little time for or interest 
in ordinary things. After a few days they 
tire of the abnormal and get back to nor- 
mal events. 


The same thing is true of the Christmas 
holidays, although in lesser measure. It 
is true of a great catastrophe or a bitter 
national election and in a small degree of 
a striking murder case or great scandal. 
These events undoubtedly affect the effec- 
tiveness of all advertising but the drop 
is more difficult to detect in general ad- 
vertising than in mail order advertising 
where the flow of replies quickly shows 
the interruption. These unusual happen- 
ings affect results in personal selling and 
direct mail also. 

Some of your drop will be picked up 
later, particularly in the case of monthly 
magazine advertising. The magazines 
will eventually be read although less thor- 
oughly. But in shorter-lived publications 
—such as weeklies and newspapers—and 
in radio and direct mail, the loss in your 
results will be almost total. 

There is no way to guard against these 
abnormal events as you can guard against 
the effect of Christmas, for you can never 
tell when they will occur. We know, for 
instance, that there will be an invasion 
of Europe but we do not know when it 
will take place. So the only logical course 
is to go on advertising as usual, knowing 
that you will have to take a licking at the 
time the second front is opened and be 
glad about it. 


lhe Creative Wan Corner 


One of the pitfalls in advertisement 
readership figures is that they contain no 
measure whatever of the impression an 
advertisement actually creates. 

This is a matter of layout and art and 
headline and text. It is also a matter of 
appealing to the reader forcefully and 
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continuously with a unique selling theme 
or advertising scheme. 

Unfortunately, this is something the 
readership studies only hint at as they 
point out tricks for the unwary. 

Today we have a grand example. While 
there are no readership figures available 
for any of the one-sentence-caption car- 
toons reproduced herewith, we think it is 


business Chart of the Week 
Grocery BuyingPractices in Milwaukee.1944-1943 


safe to assume that they all will run well 


above average. 

The question is: so what? 

Outside of the Wheaties, Land O’ Lakes 
and Calvert series, all of which have sim- 
ple basic themes that capitalize the tech- 
nique, none seems to this Corner to ac- 
complish even a small part of advertising’s 
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basic job: to create a lasting, important 
impression. 

If you should want to argue the point, 
we suggest you first attempt to pick out 
the advertiser whose name or whose 
product appears below each of the ten 
cartoons here. All were published in a 
recent week. All are from well-known 
advertisers. 

(You'll find the correct names on Page 46.) 
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Distillers’ Tale 
Sends Iowa News 
Group Into Spin 


Des Moines, May 2.—There was 
huffing and puffing of vast propor- 
tions at the meeting of the Iowa 
Press Association here last week, 
when Walter F. Terry of Detroit, 
regional chairman of the Confer- 
ence of Alcoholic Beverage Indus- 
tries, appeared without forewarn- 

to tell the members of the 


group why there are whisky short- 
ages and what distillers are doing 
about them. 

During his talk, several editors 
and publishers left in a huff. The 
puffing came immediately after 
other equally irate members 
wanted to know why the WCTU 
hadn’t been invited to present 
their side, and one outraged pub- 
lisher suggested, with dripping 
sarcasm, that gamblers should be 
permitted a speaker “to paint a 
refined picture of their activity.” 


advertisements, nine accept alco- 
holic beverages copy, and eight 
will not. Of the 428 weeklies, 79 
will not accept liquor advertise- 
ments of any kind, six accept ad- 
vertising of alcoholic beverages, 
and 151 have indicated they will 
accept institutional copy. 


Acts Against Repetition 
The next day the group passed 
a resolution calling for appoint- 


ment of a program committee to 
handle future meetings, with defi- 


any number which does not pri- 
marily advance the interests of the 
association membership.” 

The association also adopted a 
resolution advocating passage of a 
federal act to finance war bond 
advertising in newspapers. 


Ansul Names Wallfred 


Carl L. Wallfred, formerly 
metallurgist at the Batelle Insti- 
tute, Columbus, O., has been 
named manager of the pilot plant 


Of some 40 dailies in the state,|nite instructions to “carefully| department of Ansul Chemical 
23 accept only beer or light wine' guard against the appearance of! Company, Marinette, Wis. 


Stake your claim now in a new frontier that is more spectacular, more 
far-reaching, more bountifully rich than was ever dreamed by the 
forty-niners! The frontier is the South—the bonanza is the billions of 
dollars of wealth pouring from new industries—the rich vein that has 
been struck is the hardly-tapped, vast reservoir of natural resources 
stored in the good rich soil of the Southland. 


Literally millions of dollars have already been spent in the South and 
Southwest on chemical plants—only the beginning of an industry 
destined for an unparalleled peacetime future—an industry that will 
go ahead, without the delay of retooling, to perform modern miracles 
in a Chemical Age. 


This new Southland has millions of acres of rich farmlands; it has 
mines; it has aircraft plants, rubber plants and glass plants. Depart- 
ment store sales, chain store sales, population trends and a multitude 
of accepted indices point Southward today. Now is the time to win 
this Southern market and the way to reach it is through Holland’s—the 
magazine of today’s New South. Holland's reaches into the friendly 
heart of more than a half million of the Southland’s “best family” 
homes—Holland’s is the magazine that sells the South. 


HOLLAND’S LEADS IN TODAY’S NEW SOUTH 


@ In the South there is 48 per cent more ©@ 78 per cent of Holland's readers live in 
reader interest in your ad in Holland's single family dwellings. 
than in leading national magazines.* 


®@ 88 per cent of Holland's families have 
@ Holland's Magazine is devoted to South- 


ern homes and Southern families are de- 
voted to Holland's. 


@ 72 per cent of Holland's readers own 
their own homes. 


children. 

© 78 per cent of the entire family in the 
New South read Holland’s (4.2 readers 
per copy). 

*In proportion to circulation, according to L. M. Clark Reader Interest Survey. 


Hollands 


The Magazine of the New South 
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Army and Navy representatives salute the 


Shell Oil Company, Inc, 


100 OCTANE WEEK — In celebration 
of its first delivery of 100 octane avis. 
tion fuel to the armed forces ten year; 
ago last week, Shell Oil Co., New 
York, placed full-page ads in metro. 
politan newspapers of 25 cities east 
of the Rockies. The copy announced 
the opening of "100 Octane Week," 
May |-7, at Shell's Wood River refin. ¢ 
ery in Illinois, where a plaque and 

monument were dedicated to Shell’; 


“research achievement." J. Walter 
Thompson Co., New York, is the 
agency. 
-|Two Name 
McCann-Erickson 


Swift & Co., Chicago, has named 


McCann-Erickson, Chicago, to 


handle the advertising of Swiftee, 
a new soup bone and beef stock 
product in powdered form. News- 
papers and radio will be used ina 
test campaign in a number of east- 
ern and midwestern cities. Walter 
C. Krause is account executive, 
The Minneapolis office of the 
agency has been named to handle 
the account of the Minneapolis 
Gas Light Company. E. M. Grundy 
is the account executive. 

Rene Pepin, formerly director of 
the merchandising research de- 
partment of the new products di- 
vision of Vick Chemical Company, 
Greensboro, N. C., and previously 


director of research for Capper 


Publications, Topeka, Kan., has 
joined the agency’s New York of- 
fice as associate director of re- 
search. Joseph Armstrong, for- 
merly with Wendell P. Colton 
Company, New York, has joined 
the agency’s creative department. 
R. B. Donnelly has resigned as 
manager of the McCann-Erickson 
Minneapolis office. Until further 
notice, Vice-President Homer 
Havermale will act as manager 
of the agency’s Minneapolis and 
Chicago offices. 


Pickett Joins P&G 

L. E. Pickett, formerly with 
James Fisher Company, Toronto 
agency, has been named copy su- 
pervisor on drug brands in the ad- 
vertising department of Procter & 
Gamble Company, Cincinnati, O. 
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AWARDS LUNCHEON 
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YOU ARE INVITE D to attend the annual awards luncheon of the Art Directors Club 


of Chicago—MONDAY, MAY 15th, at 12:15—RED LACQUER ROOM—PALMER HOUSE HOTEL, CHICAGO. Speaker of 


the day will be Capt. R.R.M. Emmet, Commandant, Great Lakes Naval Training Center. Come, honor the winners with 


your presence. Meet the artists and art directors who produced the prize-winning ads exhibited at the Art Institute 
from April 10th to May 7th. RESERVATIONS: $2.25 per plate. Phone, Miss Tefft, Superior 0303, or by mail to Miss 


Tefft, 7th floor, 410 North Michigan Avenue, Chicago. 
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Civilian Goods 
Plan in Canada 
Gets New Setback 


But WPTB Intends 
to Drop Controls 
as Soon as Possible 


By KENNETH R. WILSON 


Ottawa, Ont., May 4.—Canadian 
industry saw both a dark and a 
bright side this week to plans for 
production of civilian goods. 

The outlook has recently under- 
gone important, far-reaching 
changes, chief of which are these 
two major developments: 

(1) Reopening of a dozen or 
more plants to make heavy artil- 
lery shells has clamped down new 
priorities on manpower and ma- 
terials. This, added to new tight- 
ness in copper and other metals 
and to an already tight manpower 
situation, has removed all possi- 
bility of an easing in civilian goods 
such as had been expected a few 
weeks ago. 

(2) If, as and when conversion 
to civilian goods production is feas- 
ible, the Wartime Prices and Trade 
Board has prepared a new set of 
rules to govern this conversion. 
They embody new principles de- 
veloped out of the experience of 
the past few months and aim to 
steer a middle-of-the-road policy 
designed primarily to shift respon- 
sibility for civilian production as 
quickly as possible onto industrial 
shoulders and get rid of restrictive 
control and “programming” wher- 
ever possible. 


Trend Is Reversed 
Only a few weeks ago, literally 


scores of rulings were under con- 


sideration aimed to adjust civilian 
production to rising stockpiles of 
metals. Orders were placed, for 
example, to recommence manufac- 
ture of aluminum foil for tea, 
cigaret and other consumer pack- 
aging. Overnight the British gov- 
ernment sought the entire foil ca- 
pacity of the Canadian industry to 
make the “streamers” used to dis- 
rupt enemy radar apparatus. 

Similarly with copper, rising 
stockpiles made it apparent that 
some easing in its use for building 
and other civilian needs was in 
order. Early in March instructions 
to that effect were given WPTB 
officials who went ahead with 
plans to overhaul scores of re- 
strictive orders. 

Within three weeks, WPTB re- 
ceived another instruction revers- 
ing the earlier one and putting 
copper back on the tight list 
again. This time it was U. S. 
Army authorities who requested 
all Canada’s surplus copper pro- 
duction over and above that al- 
ready contracted for by Britain or 
the U.S. 


Steel Supplies Tight 


The new shell order, which came 
as a result of war experience 
learned in Italy, has made steel 
supplies in Canada tighter than 
they have been in two and a half 


IF SALES 
MANAGERS 
ONLY KNEW 


If they knew how effective my monthly 
poster messages can be they would 
order a dozen (based on THEIR prob- 
lems). And when they got my visuals 
for ©. K. they'd say ... “Brother 
Koch, where have you been all my 
oa I'll send specimens — if you're 
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years. It is likely that there will 
be a scaling down in supplies to 
present customers, let alone any 
surplus for new civilian uses. 
With this changed picture in 
metals has come an even tighter 
position in manpower. National 
Selective Service officials in Can- 
ada claim that almost a quarter 
million men and women must be 
found for high priority jobs in the 
next six or eight months. They 
are going to extend their industrial 
survey program to all types of in- 
dustry, which means that there 
will be a much tighter policy in 


regard to industrial deferments 
and a very tight squeeze put on 
all but the very highest priority 
labor in Canada this summer. 
The second important develop- 
ment really preceded the changed 
material and manpower situation. 
It was worked out by top WPTB 
officials in an attempt to plan basic 
principles for the Canadian con- 
version program. When _ these 
principles were drawn up, it was 
pointed out that although they 
aimed to set down a clear-cut for- 
mula for relaxing restrictive or- 
ders, they were prepared so as to 


ensure that no labor or material 
“be taken away from necessary 
war requirement so long as that 
requirement continues to exist” 
and, on the other hand, that re- 
strictive orders shall not be “an 
obstacle to resumption of expan- 
sion of civilian production when 
opportunities arise.” 


Restrictions Dropped 


Basic approach in the new 
WPTB reconversion policy is to 
reduce almost entirely the en- 
forced “programming” of civilian 
goods. 


Advertising Age, May 8, 19m 

Experience with farm imple 
ments and washing machines has 
led the WPTB to conclude that 
is much more satisfactory to le 
industry make its own decisions 
about civilian production rathe 
than attempt to “program” fo 
civilian needs. Procedure for the 
most part will be to relax restrie. 
tions wherever possible and lg 
nature take its course. Manufae. 
turers will be encouraged to ug 
their own initiative rather than by 
subjected to a civilian goods pro. 
curement program under gover. 
ment auspices. In future they wij 


pm mR ne mm pram 


When, on the eve of the invasion of “Festung Europa,” CLICK sought a 
forthright and accurate appraisal of the Allied Commander-In-Chief—Gen. 
Dwight D. Eisenhower—the editors turned to Edward R. Beattie, Jr., top- 
ranking United Press correspondent and friend of the General, for the story. 


In CLICK’S June issue Beattie paints a new and revealing picture of the 


man who, in a very real sense, holds the fate of the world in his hands. 


Similarly, in other issues and in other fields of interest, CLICK presents 
the views of other outstanding journalistic figures— Emil Ludwig, Johannes 
Steel, H. R. Baukhage, Marquis Childs, Leonard Lyons, Bill Corum and 


Joe Williams among them. 


CLICK’S editors know—and CLICK’S circulation department con- 


firms—that the magazine’s more-thar-a-million reader families thrive on 


this sort of editorial fare. 
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be given assistance in obtaining 
materials and parts only in very 
exceptional cases. wh, 

Another important principle is 
the WPTB’s decision to replace 
the “permit” system by a quota or 
percentage allocation in cases 
where restrictions cannot be re- 
moved entirely. For example, in- 
stead of granting a permit to 
individual electric stove manufac- 
turers, the plan has been to allo- 
cate the small required production 
over the industry. Quotas may be 
transferred where the maker does 
not wish to use his allotment. The 


acceptance of a quota does not 
carry with it any implication that 
the board will provide manpower, 
materials or plant facilities. But 
the use of quotas is thought now 
to be definitely preferable to in- 
dividual permits. 
Lighter Import Rules 

Other principles outlined by the 
WPTB include a ruling on imports 
into Canada. The view is that im- 
port restrictions are not to be re- 
tained on civilian-type goods 
merely to prevent U. S. and other 
outside manufacturers from gain- 
ing an advantage over domestic 


producers. While there is to be no 
relaxing of price ceiling restric- 
tions merely to make imports 
available, imports must continue 
to be governed by the same price 
regulations as domestically-pro- 
duced goods. 

So far as new lines are con- 
cerned, the board now recognizes 
earlier policy may have to be 
modified in the case of a plant es- 
tablished during wartime to pro- 
duce a commodity for direct war 
use and where there is now a sur- 
plus for civilian consumption. 

In the past, newcomers to the 


manufacturing field have been 
automatically excluded wherever 
there is short supply and the ne- 
cessity for allocation. The over- 
all approach is that the board’s 
primary interest is in increasing 
supply and that limitations on 
new entrants must be waived 
when by so doing supplies to con- 
sumers would increase. 

These principles have for the 
time being been embodied in in- 
structions issued to administrators 
in the metals field. Subsequently 
they will be extended where ap- 
plicable to other fields. 


—_- 


May 8-10. 
tional Association, war problems 
conference, Edgewater Beach Ho- 
tel, Chicago. 

May 16-17. 
Association, spring meeting, Chi- 


Lithographers Na- 


Inland Daily Press 


cago. 

May 19-20. International Affili- 
ation of Sales and Advertising 
Clubs, spring conference, Hotel 
Brock, Niagara Falls, Ont. 

May 25-27. Associated Business 
Papers, annual spring meeting, 
— Country Club, Rye, 

« Ws 

June 5-6. National Industrial 
Advertisers Association, regional 
conference, Eastern chapters, Hotel 
Claridge, Atlantic City, N. J. 

June 5-7. Newspaper Advertis- 
ing Executives Association, 33rd 
annual spring meeting, Hotel Com- 
modore, New York. 

June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ing, Palmer House, Chicago. 

June 8-9. American Marketing 
Association, war conference, Ben- 
jamin Franklin Hotel, Phila- 
delphia. 

June 12-14. Pacific Advertising 


Association, annual convention, 
Fresno, Cal. 

June 20. National Publishers 
Association, midsummer confer- 


ence, Garden City Golf Club, Gar- 
den City, L. I. 

June 25-27. New England Coun- 
cil of Advertising Clubs, summer 
conference, New Ocean House, 
Swampscott, Mass. 

Aug. 28-31. National Associa- 
tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. 

Sept. 22-23. 
Advertisers Association, 
convention, Edgewater 
Hotel, Chicago. 

Sept. 25-27. Southern Newspa- 
per Publishers Association, annual 
convention, Arlington Hotel, Hot 
Springs, Ark. 


Canco Names Hamilton 


Jesse Howard Hamilton, with 
American Can Company since 
1925, has been named assistant 
manager of sales, Pacific division, 
with headquarters in San Fran- 
cisco. 


Hayden to Export Agency 

Raleigh Hayden, formerly vice- 
president of Mestre & Godoy, Ha- 
vana advertising agency, has 
joined the executive staff of Na- 
tional Export Advertising Service, 
Inc., New York. 


annual 
Beach 


Nordyke in New Post 


Lewis Nordyke, formerly a 
newspaper writer and for the past 
three years conductor of farm and 
news radio programs for Station 
KGNC, Amarillo, Tex., has been 
named associate editor of Country 
Gentleman, Philadelphia. 


COLLINS: 
HUTCHIN 


PHOTOrs RAVERS 
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D. H. Ahrend Expands Ad Volume in ahead, Export papers, includin ADVERTISING VOLUME FOR APRIL ISSUES OF - | 
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That’s the coverage radio 
station W-I-T-H gives you 
in that solid, down-to-earth 
City of Baltimore. If you buy 
radio time and use the three 
factors of coverage... cost 
and listening audience... 
as your guide, we’d like to 
show you the cold steel facts 
that make W-I-T-H the low- 
cost, big-result station in 
our town. 
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F T Reveal Postwar 
oreigg | Plans, Business - 
and ha 
"I Papers Are Urged 
P - 
hicago, May 2.—If business 
- aioe — as close to the heart- 
| ‘w B jeat of industry as generally sup- 
) in § posed, why haven’t they and their 
i salesmen been able to unearth 
more factual information about 
. postwar plans? j 
n This query was directed to 
members of the Chicago Dotted 
ap 
) wf Line Club yesterday by John J. 
Lawlor, president, J. R. Hamilton 
) __*B Advertising Agency, in impressing 
. Tam the business paper salesmen with 
the uncertainty prevailing among 
most manufacturers selling to in- 
) uf dustry, and hence among their 
3s) agencies. 
tu “J believe the war will end this 
2 4a @ summer,” said Mr. Lawlor, “be- 
cause I have to believe it—#in 
0 » @ other words, every agency has to 
4 ts & be prepared for a sudden cessation 
’  ® of hostilities and the new problems 
6 9 & which will be posed overnight. 
6 ¢) “Many business paper salesmen 
3 $18 B call on our agency to ask for busi- 
. "Bi ness, but none ever drops in to 
8 n B tell us of his publication’s postwar 
plans, or those of the industry it 
; , is covering. We don’t expect a 
- wf blueprint of what is going to take 
7 24 @ place during the 24 hours immedi- 
8 «i ately following the coming of 
peace, but a few indicators would 
8 ®H be welcomed with open arms. 
° &@ “For example, we know a lot of 
‘B vacuum cleaners will be sold after 
i it the war. I don’t know or care 
4 gf how many, but I have a burning 
curiosity on the score of ‘what 
7 "® kind?? Some dealer paper could 
“ “Bask its subscribers for their im- 
‘1 us pressions of what Mrs. America is 
7 88 expecting, and even this limited 
5 4% survey might be highly illuminat- 
8 nf ing.” 
28 10 : 
5 48 Sterling Tool Names 
* 288 Wyly Ad Manager 
R. D. Wyly, formerly editor of 
Meat, Chicago, and previously 
24 wehhead of an advertising agency 
54 181 in Washington, 
_— D. C., bearing 
B5 0 his name, has 
been named ad- 
" ° vertising and 
97 oH sales promotion 
manager of the 
42 ” Sterling Tool 
20 # Products Com- 
— pany, Chicago. 
99 “ He will coordi- 
nate advertis- 
ing and_ sales 
— R. D. Wyly promotion to 
the company’s 
48 s@new sales policy which calls for 
62 4 § the entire distribution of its prod- 
82 4 ucts through mill supply and au- 
o1 gag Motive jobbers. Sales will no 
13 nf onger be made direct to users. 
An extensive trade publication 
08 “Hand direct mail campaign is 
6s wg Planned. Behel & Waldie & Briggs, 
58 uf Chicago, handles the account. 
47 55 
»  wlt Kettlewell Sues 
ss © 4 Seeds for $144,000 
21 w@, Lt. John Kettlewell, U. S. Navy, 
100 sBformerly vice-president of the 
— wa Russel M. Seeds Company, Chi- 
cago, has filed suit for $144,000 in 
cludes ey 2. U. S. district court, Chicago, 
e estimate m “S4inst the agency and its presi- 
Four issu dent, Freeman Keyes, The sum, 


according to Lt. Kettlewell, is “the 
balance of the commissions which 
earned for securing and handling 
the account of the Grove Labora- 
tories, St. Louis,” 
Lt. Kettlewell, now stationed at 
Great Lakes Naval Training Sta- 
On, said he secured the Grove 
boratories account in 1939 and 
handled it until he enlisted in the 
“avy March 8, 1943. The agency 
Irects the advertising of Grove’s 
a tablets, vitamin products, 
420 ointment and chill tonic. 


Solinger Joins Rit 
eck, B. Solinger, an account, re- 
* arch and merchandising execu- 
~ of Ruthrauff & Ryan, Chi- 
ar’: Since 1937, has resigned to 
the new post of adyertising 
oy Sales promotion manager of 
it Products Corporation, Chicago, 
Maker of _ tints and dyes. The 
mpany is projecting plans for 


© greatest advertising budget in 
Hts history, , - 


Uy, 


t eS ao 


Named Ad Manager 


John J. Walsh, western manager 
of American Druggist for the past 
eight years, has been named ad- 
vertising manager. His new head- 
quarters will be in New York. 


KSJB Promotes Ohde 


Harland Ohde, resident manager 
of Station KSJB, Jamestown, N. D., 
has been elected to the board of 
directors of the Jamestown Broad- 
casting Company, operator of the 
station. 


Four Name Erwin, Wasey 


Erwin, Wasey & Co., Oklahoma 
City, has been named to handle 
the accounts of the Oklahoma 
Biltmore Hotel, Walter Williams 
Candy Company, E. R. Ledbetter 
Insurance Company, and Okla- 
homa City Chamber of Commerce, 
all of Oklahoma City. Ruth Holt 
Crowley, R. N., who conducts a 
Chicago Sun column on child care, 
has joined the Chicago office of the 
agency as copywriter and special 
advisor on the company’s food 
product accounts. 


Joins Coveney Company 


William Y. Zwietusch, recently 
resigned as advertising director of 
Radio Corporation of America, has 
joined the sales staff of James A. 
Coveney Company, New York, 
publishers’ representative. 


Odell Expands Drive 


Odell Company, Newark, which 
last summer started consumer 
promotion for its Trol hair tonic 
in New York, Newark, and New 
England newspapers (AA, May 31, 


45 


43), is extending its use of news- 
papers and transit advertising in 
those areas. Lawrence C. Gum- 
binner Advertising Agency, New 
York, is the agency. 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc 


431 8. Dearbern St., Chiceage Wab. 8655 


a 


Where d pag get most of their information 


ext to what other people are doing, 


there’s nothing quite so interesting as what 
other people think. Today’s critical events 


at home and abroad have made people 


reporting of opinion. 


more intensely interested in other people’s 


Where do people get most of their informa- 


opinions than ever before. 


homefronts every day...people eagerly 
following the popular polls that are the 


newspaper's most modern contribution to the 


You find the answer, too, in The Continuing 


Study of Newspaper Reading: in the 21% 


increase in editorial reading in 1942-43 


tion about what other people think... 
most of the opinions that become 
the raw material for their own opinions 


and their own decisions? 


You see the answer on every hand...people 
reading newspaper editorials so much 

more seriously...people delightedly repeating 
their favorite columnist’s latest idea when 
they agree with it, angrily denouncing 

him when they don’t...people by thousands 
writing letters-to-the-editor, taking part 

in the great local forum where democracy 


keeps working on a thousand varied 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Detroit Free Press in the interest of all newspapers 


as compared with prewar levels, the 
43% greater reading of political columnists, 
the 27% greater attention paid to 


letters-to-the-editor. 
* 
To advertisers, this trend has vital 


significance today. For, over and over again, 
industry-at-war is discovering that in 
newspapers, advertising, too, can be a potent 
molder of public opinion...that people very 
often are just as interested in what an 
advertiser thinks and plans and proposes as 
in what he sells and does. 
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Those Cartoon Ads 
Discussed on Page 39 


Advertisers who signed the car- 
toon ads discussed in the Creative 
Man’s Corner on Page 39 of this 
issue are: 1, Wheaties; 2, Buffalo 
Evening News; 3, Land o’ Lakes; 
4, Gem Razor; 5, Mum; 6, Calvert; 
7, Lifebuoy; 8, Minneapolis-Honey- 
well Regulator; 9, Sir Walter Re- 
leigh pipe tobacco; 10, William 
Penn whisky. 


WHO SAID RADIO 
CAN DO IT? 


If you want to SELL the Negro market you 
have to REACH it effectively and econom- 
ically through their first line media THE 
NEGRO PRESS! Yes, perhaps you are over- 
looking the 7 billion dollars spent yearly by 
American Negroes. You'll be surprised at 
how easy it is to cover these spending mil- 
lions at a very low cost. Write today to 
Interstate United Newspapers, Inc., 545 Fifth 
Avenue, New York |7, New York and we'll 
send you some startling, profit-revealing facts 
about this growing field. 


Congress Sidesteps Problems 
for Political Warfare 


Washington, D. C., May 4.—The 
Montgomery Ward tempest, fea- 
tured here by loud Congressional 
moaning over the misuse of execu- 
tive orders by the President, 
stands in comic relief when 
viewed against the obvious will- 
ingness of both branches of Con- 
gress to run off to the summer 
political wars, and leave the en- 
tire problem of demobilization and 
reconversion for the White House 
to handle as it will. 

For many months’ workable 
bills have been tied up in both 
houses because of the inability of 
members to find common ground 
for agreement on any particular 
bill. While an acceptable contract 
termination bill has finally 


By STANLEY E. COHEN, Washington Editor 


emerged in the Senate, and may 
eventually get through that body, 
it will certainly be tied up by the 
complete chacs in the lower cham- 
ber. 

On the House side, for instance, 
three committees are currently 
working on three separate bills, 
and a fourth committee will 
shortly enter the picture. When 
the rules committee was asked to 
settle the ever-raging conflict over 
the role that the Comptroller Gen- 
eral shall play in the settlements, 
it tossed the mess back to the 
sponsors, and told the feuding 
committees to get together. 

Even the Senate contract termi- 
nation bill faces rough sledding, 
for the great national labor unions, 
pointing to their membership of 
12,000,000, with 3,000,000 addi- 
tional in the armed forces, warned 


each member of the Senate this 
week that no contract termination 
bill should be passed unless it also 
provided for demobilization and 
réemployment of industrial work- 
ers and soldiers. 

Aware that Congress would cer- 
tainly not act on this problem un- 
til after. the fall elections, the 
unions said that a “single piece of 
legislation should dispose of the 
human side of demobilization at 
the same time that it provides for 
the security of business enter- 
prise.” 

Meanwhile, translating the 
Baruch-Hancock report into law, 
here are some of the plans that 
have been made under executive 
orders recently: 

Manpower: The administrator of 
retraining and reemployment, a 
presidentially created official, has 
completed plans for information 
centers in all communities, so that 
veterans and war workers will be 
able to locate jobs, and learn of 
the rights and benefits which are 
available. In addition, the War 
Food Administration, through the 
county agents of the Department 
of Agriculture, will form special 
farmer committees to advise and 


FLYING’s 251,000 READERS 
Vuclude: 


©98% of all top executives of 
U. S. Aircraft Companies 


© 95% of the key airline 


executives 


®@ Nearly 40,000 men of the Army 
and Novy air forces 

@ High government officials 

@ Tens of thauvsands of wartime 
personnel all through the industry 


aoe i 
re iat 


Viewing the aviation market as a continent of buying power— 


OFFICES: NEW YORK - WASHINGTON 


a potent force attacking the entire territory! 


who will haye it tomorrow! 
Ask a FLYING representative for full details. 


ZIFF-DAVIS PUBLISHING COMPANY « 540 North Michigan Avenue, Chicago 11, IIinois 


* LOS ANGELES « LONDON - TORONTO 


not just a coral island—FLYING Magazine may be considered 


Advertisers who want to win more than a beachhead in this 
world’s largest market need the impact of FLYING’s coverage 
of 251,000 readers. Only in FLYING can you reach every factor 
in this market: And only through FLYING can you contact, at 
the same time, the men and women of influence today —and those 
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Advert 
assist veterans who want to r 
to the land. tum Hi under h 
Surplus Property: The surplys ee 
property administrator, another 9° a 
presidential creature, has an. red 
nounced regulations for the sale aoe ws 
of raw materials, semi-finisheg §'" 2. ct; 
goods and scrap found in plants n-pet 
when war contracts are termi. Ot shed 
nated. Rules include an opporty. ee ro 
nity for the plant owner to by hed 
this government property; market 2 000,0 
tests to determine price, and pro. dialed 
visions to bar speculators. Else. in 
where, the Department of Agri. § 54V 
culture said that sale of surplys § Previou 
foods would be handled by its of. § stuffer 
fice of materials and facilities, of § Will So 
which J. W. Millard is director Weight 
assisted by Capt. J. H. Stambaugh, = 
oo % Bo pulp Q 
Anti-Trust: While the efforts of § Alaska. 
the Justice Department to ep. @ culture 
force the anti-trust laws are better § of the | 
publicized, it should not be for. @ visit the 
gotten that the FTC does some. § Forest. 
what similar work, for privately @ to cons! 
arranged restrictions on free trade @ the are 
are a violation of the Federal ™ postal : 
Trade Commission Act as well as § partme! 
the Sherman Act. for nin¢ 
An FTC case this week, against 
six manufacturers of porcelaip Leavi 
enamel, and the business engineer. § commis 
ing firm of Stevenson, Jordon & who wi: 
Harrison, New York, specialists in & present 
the management of trade associa- Food, I 
tions, provides a typical example # 1938, re 


of what the FTC is watching. ice. He 


Here are the activities which @ inspectc 
were cited: (1) Agreement to use Mnal act 
a “point basing system” juggling Mason 
prices so that shipping costs are Publish 
eliminated as a competitive factor, M machin 
and all manufacturers are able to #Combin 
charge the same prices in a par- Msources 
ticular area; (2) exchange of in- U.S. an 
formation on monthly shipments, § previou 
price lists, inventories and each @section 
firm’s volume of business; (3) @tion M 
classifying of customers, and mak- @WPB. 
ing identical prices and discounts 
to all customers in the same group. Repo: 

FTC this week issued cease and @pabor, | 
desist orders against American Mhas col 


Chemical Company, Atlanta, Ga, 
and D. E. Hamiel, Columbus, 0, 
for advertising claims for anti- 
freeze solutions, and against Pre- 
ferred Havana Tobacco Company, 
New York, for claiming that cigars 
made in Tampa, Fla., are imported 
from Cuba. 


tory of 
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ployme! 
workers 
Commis 
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Food: Civilian ration of ice 
cream will be increased 15,000,000 
gallons during the heavy milk pro- 
duction months of May and June. 
. . . War Food Administration or- 
der No. 1 now requires enrichment 
of white rolls with vitamins. The 
effective date had been postponed 
because of the niacin shortage, ing Co 
and the order still does not apply makes | 
= sweet rolls an Bie ¢, 

oughnuts. ae agency, 


Pledge: WPB salvage official ~~, 
will borrow on Chester Bowles 
eminently successful home front —- 
pledge campaign, which organizes — 
housewives who promise to pay 
only ceiling prices and stay away 
from black markets. New WPB 
program visualizes committees in 
war plants to get promise from 
workers that they will turn in ti 
cans, save fat, waste paper and 
rags. .. . Business houses, indus 
trial plants and stores supplied 


Trout 


Fact: 
Wins 
POPI 


half the waste paper collected 29% Ration 
1943....And the government! Mthe Bure, 
press agents are taking a beating ~~ ste 
—— Bviation. 
eveal || 
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Oona re 
CHECK! [Ri 
° otal to 
(0 Have you had expe- Despite 
rience in radio station Dents to : 
Sales Promotion work? undreds 
ere 
00 Do you think you could [iBeen pd 
do an alert, aggressive job 08s clairy 
aiding sales department An 
and generally promoting at in Vi 
the sale of time (along res shor 
with some listener promo- re uno 
tion) at a 50,000-watt or 
station ? 
0 Middle Atlantic States #POUR 
location OK ? . 
Winst 
If you checked above, 
would you like to submit N 
your qualifications, in con- KI 
fidence, to Box 4748, care 
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ynder an OWI order requiring re- 
view of periodical publications in 
government. Of 705 government 
periodicals, 258 have been elimi- 
nated, 288 others have been 
trimmed, and only nine new 
ones started. Paper requests for 
non-periodical publications were 
slashed in six weeks from 552.8 
tons to 306, and the circulation of 
informational bulletins was cut 
12,000,000, or 38.8%. 
* * & 

Saving: The laundered shirt, 
previously denied the cardboard 
stuffer which once kept it neat, 
will soon be delivered in lighter 
weight paperboard boxes, as WPB 
seeks to save woodpulp. ... And 
there are 800,000 tons of sulphite 
pulp available in southeastern 
Alaska. The Department of Agri- 
culture has invited representatives 
of the pulp and paper industry to 
visit the stand in Tongass National 
Forest in the Alaska panhandle, 
to consider postwar exploitation of 
the area....A boom in March 

stal revenues has put the de- 
partment $7,935,227 in the black 
for nine months of this fiscal year. 

K * * 


Leaving: Walter G. Campbell, 
commissioner of foods and drugs, 
who was largely instrumental in 
presenting facts which led to the 
Food, Drug and Cosmetic Act of 
1938, retires after 30 years of serv- 
ice. He was chief food and drug 
inspector in’. 1907, when the origi- 
nal act was adopted. .. . Named: 
Mason Britton, of McGraw - Hill 
Publishing, will be chairman of the 
machine tools committee of the 
Combined Production and Re- 
sources Board, made up of British, 
U.S. and Canadian officials. He had 
previously been chief of the tools 
section of the old Office of Produc- 
tion Management, predecessor to 


Reports: The Department of 
Labor, Bureau of Labor Statistics, 
has collected reports on the his- 
tory of prices in primary markets 
during 28 months since Pearl Har- 
bor... . The women’s bureau of 
the same agency has a _ booklet 
“When You Hire Women” and the 
children’s bureau has one on em- 
ployment standards for young 
workers. .. . The War Manpower 
Commission has a new handbook 
explaining its appeals system. ... 
The Bureau of the Census “Facts 
for Industry” series has new re- 
ports on shipping containers, gray 
iron castings, silver and road 


rollers. 
ok ok * 


_ Trouble: Corn Products Refin- 
ing Company, New York, which 
makes Mazola oil, and C. L. Mil- 
ler Company, its advertising 
agency, stipulated with the FTC 
that they will discontinue certain 
advertising claims. 


Facts About 
Winston-Salem's 
POPULATION 


Ration book 4 figures, as released by 
@ Bureau of the Census, do not tell the 
hole story about Forsyth County's pop- 
lation. As of December 1, 1943 they 
eveal 112,700 registrations. Local board 
bicials have announced 11,000 addi- 
ional registrations during December and 
@ first days in January—bringing the 
otal to over 120,000. 


Despite the loss of 10,000 county resi- 
Pents to the armed forces and additional 
undreds to war industries, indications 
ere are that the population shift has 
peen more than enough to offset the 
Ms claimed against 1940 census figures. 


An acute housing shortage is preva- 

nt in Winston-Salem. 1940 census fig- 

"es showed 5°%/, of the dwelling units 

r@ unoccupied. The people are HERE! 
‘or more information. 


OURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 


Meeting: FTC has called a 
trade practice conference for the 
gas-fired water heater industry. 
Appeals: WPB has granted l,- 
540 tons of magazine paper to 24 
publishers on appeals, 884 tons of 
it destined for the Reader’s Digest 
South American edition. 
Ea ak * 

Shortages: Paul McNutt is still 
worried about manpower short- 
ages for mica, copper, molybde- 
num, zinc, lead and barite. . . 
The War Shipping Administration 
said the recruiting of mates, en- 


gineers, cooks-bakers, radio teleg- 
raphers and able-bodied seamen is 
behind schedule. ...WPB has 
clamped regulations on the use of 
“F-22” refrigerant in air condi- 
tioning systems of theaters, hotels, 
offices, stores, railway stations and 
other places. 


Connet Named V. P. 


Hugh I. Connet, an art director 


.|of Federal Advertising Agency, 


New York, has been elected a 
vice-president of the agency. 


Miss Sacks to Olian 


47 


Barr Company, has been named 
fashion account executive of the 


Jean Sacks, formerly fashion} Olian Advertising Company, St. 
advertising manager of Famous-| Louis. 


tion without delay. 


Highways, therefore, are heavily traveled. 
People like to know where they are going. 


In advertising, those who buy wisely 
choose that medium which is properly 
"engineered", is well marked, and carries 
heavy traffic. Wise buyers know these 
are indications that their destination, the 
consumer, will thus be reached. 


In Oklahoma, radio's greatest highway is 
provided by KVOO, Oklahoma's most 
powerful station. This highway is well 
marked in the hearts of our faithful listen- 
ers who depend on us for the best in 
broadcasting. It is our desire and duty 
to be worthy of their trust today and 
tomorrow. We continually strive to im- 
plement this desire with action. 


ant 


ee 


Highways of today are great and beau- 
tiful engineering marvels. They are con- 
toured for safe, high speed and marked 
so that travelers may reach their destina- 
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Ferguson to ‘Colonist’ 


James Ferguson, formerly as- 


Names Weiss & Geller Shine Joins Pedlar 


The filter products division of William J. Shine, formerly re- 
sistant advertising manager of the| Johnson & Johnson, Chicago, has} gional price executive of the OPA, 
Winnipeg Free Press, has been| named Weiss & Geller, Chicago, to} has been named an executive of 
named advertising manager of the| handle its advertising. Magazines|Pedlar, Ryan & Lusk, New York 
Colonist, Victoria, B. C. and direct mail will be used. agency. 


Distillation, Inc., 
Writes Intriguing 


-§750,000,000* 
RETAIL SALES | 
IS BEST TAPPED BY 


THE DISPATCH - COLUMBUS, OHIO 


-*DATA ON. REQUEST 


Success Story 


‘Eastman Kodak and 
General Mills Join 


in New Enterprise 


Rochester, N. Y., May 4.—An in- 
triguing story of business enter- 
prise, coupled with startling scien- 
tific discoveries and advancement 
in the virtually untouched field of 
molecular distillation in high- 
vacuum, is contained in the growth 
of six-year-old Distillation Prod- 
ucts, Inc., here to the position of 
the world’s largest producer of 
vitamin A and E concentrates. 

It is the story of business men 
E with vision and enterprise, of sci- 
—— entists painstakingly delving into 
little known fields, adding bit by 
bit to their knowledge until they 
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NEW YORK (16), 79 Madison Ave. ° 


STEER A TRUER SALES COURSE 


How soon and how fully do you know of im- 
portant changes in the newspaper advertising 
plans of competitive products? 


It is almost impossible to follow these changes 
as they occur in the 1,821 U. S. dailies unless 
you are a subscriber to ACB Newspaper Re- 
search Services. But with ACB Services, you 
are promptly notified of any changes and de- 
tails of same. ACB reads every advertisement 
published in the daily newspapers and can eas- 
ily furnish you advertisements, schedule list- 
ings, monthly linage and expenditure reports, 
and other data of interest to you. 


Four ACB Newspaper Research Services of 
special interest to advertising agencies are listed 
in the adjoining column. They keep you ad- 
vised of things you should know to steer a truer 
sales course in these uncertain times. 


SEND TODAY! 


for a 24-page Catalog describing 
and illustrating the 12 helpful serv- 
ices which ACB will furnish to 
merchandisers. Gives details of 
cost, coverage, list of users, etc. 


CHICAGO (5), 538 South Clark St. . 


ACB Services are helpful to advertisers and their agencies 


SCHEDULE LISTINGS WITH COST REPORTS—A daily review 
of competitive copy—where—how much—how often—and cost 
information. Tear sheet of each type of ad is furnished with list 
showing “‘where it started to appear.” Supplementary reports 
show campaign on each advertisement as it progresses in sched- 
uled cities. Shows when and where test markets are used. 
Monthly expenditure or linage summaries can be furnished to 
supplement daily reports. 


SCRAP BOOK SERVICE—You choose the subject—ACB fur- 
nishes the advertisements and keeps books up-to-date. A com- 
pact, loose-leaf book is set up and serviced weekly to show copy 
and range of each ad run on specified brands. Competitive na- 
tional and/or dealer advertising is covered in all papers, all cities, 
or can be limited to certain specified cities or market groups. 
Valuable to account executives and are constantly referred to 
by Space Buying, Art and Copy Departments. 


(a) UNDUPLICATED COPY SERVICE and (b) OUTSTANDING 
ADVERTISEMENTS (a) Unduplicated copy service gives you 
a tear sheet containing first run of advertising that has news 
elements of the type you specify. For example: Advertisements 
in your line using a new copy theme; Premium and contest ads; 
New advertiser of product similar to yours; Advertising offering 
a substitute for your product; etc. 


(b) Outstanding advertisements are those outstanding as to size, 
copy treatment, or both. 


The 
ADVERTISING 


CHECKING BUREAU 
INC. 
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DP! PATTERNS—A molecular modgl 

and the outline of a small high-vacuum 

pump are illustrated and described jn 

this recent Distillation Products ad jn 

Fortune, which forecasts greater indus. 

trial use of DPI high-vacuum equip. 
ment in years to come. 


——— 


evolved a unique process of dis. 
tillation in a high vacuum—a dis. 
covery offering unlimited, stagger. 
ing possibilities. 

Properly, the story starts a hal 
dozen years ago when Eastman 
Kodak Company reluctantly de. 
cided that it could not afford much 
longer to carry the expense of 
financing a group of scientists en. 
gaged in pure research in its Ro- 
chester laboratory since nothing 
commercially usable had bee 
forthcoming to help defray the 
costs. James Ford Bell, chairman 
of the board of directors of Gen- 
eral Mills and a member of the 
Eastman Kodak board, was in. 
formed of the decision. 


Shares Expenses 


Keenly interested in research, he 
induced General Mills to help de 
fray the expenses of the research- 
ers. Chemists and physicists con- 
tinued their work and, after a 
number of high-vacuum experi- 
ments had produced a technique 
now known as molecular distilla- 
tion, it was found that this method, 
when applied to the distillation of 
vitamins, made it possible to con- 
centrate vitamin A from cod liver 
oil in a new and superior man- 
ner. 
The discovery also gave birth to 
Distillation Products, jointly owned 
by Eastman Kodak and General 
Mills, to promote the use of this 
process. Incorporated in 1938, the 
company has tripled the capacity 
of its plant, which now occupies 
64,000 square feet of floor space in 
buildings sprawling over seven 
acres near the great parent: Kodak 
plant. 
Molecular distillation permit 
sensitive therapeutic compounds #0 
be distilled at the lowest possible 
temperatures, allowing vitamin 
A esters to emerge unharmed, 
bland, highly stable and of uwii- 
form potency from fish liver oils. 
In the process carefully selected 
fish liver oil is admitted to cham- 
bers held under high - vacuum 
where it is passed over heated sur- 
faces from which, by means o 
careful temperature control, un- 
desirable substances and odors art 
rejected. The oil then passes t 
other chambers in which are vola- 
tized the valuable vitamin A ester 
and the natural antioxidants orig 
nally present in fish liver oils. 
Continual improvement in meth- 
ods have been made by the com 
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| WANT A 


COPYWRITER 


WITH SAN FRANCISCO 
IN HIS BLOOD 


@ The man I need in our Sa 
Francisco office is a finished aé- 
maker. He writes easily and 
fast. He’s probeniy earning 
six to ten thousand a year 
more. Now he is ready to writ 
off part of his Eastern earning 
capacity in order to enjoy the 
kind of living only San Francis 
cans know. If you’re this mat, 
write me in detail and sem 
along a liberal quantity of 
proofs. I'll keep your correspon 
dence in strict confidence: 
Agency Copy Chief, Box 4744, 
Advertising Age, 100 E. Ohi0 
St., Chicago 11, Illinois. 
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any since it began mass produc- 
tion of vitamins A and E. For in- 
stance it has devised a new, sensa- 
tional method of treating lenses 
and scores of patents have been 
issued to the company as its re- 
search laboratory, pioneering in 
high-vacuum research, continually 
devises new methods and new 
equipment. And this research goes 
on at an intensified pace. 

The company manufactures 
other products from fish and cer- 
tain vegetable oils, as well as 
vacuum pumps, gauges, pump Oils 
and other equipment for its own 
use and that of companies in cer- 
tain chemical fields to which it 
licenses the distillation process. 

Typical of its continual hunt for 
new methods and new products is 
the work of its research depart- 
ment, expanding in proportion to 
commercial operations and ranging 
from the purely scientific aspects 
of vitamin chemistry to develop- 
ment of industrial processes and 
new distillation machinery. Its 
piological department is carrying 
out fundamental research in physi- 
ological and nutritive aspects of 
vitamins, as well as making bio- 
essays for commercial and experi- 
mental products, and its organic 
chemistry department is studying 
new vitamin compounds and in- 
vestigating new vitamin fields. 


Bright Future Seen 


Because of the possibilities preg- 
nant in the process, company of- 
ficials say, it is evident that the 
vitamin producing aspect — large 
though it has become within a 
brief span of years—will be only 
a*small part of the business when 
high- vacuum distillation is em- 
ployed to make unnumbered other 
products. 

Although neither of the vitamin 
A or E products is sold by the 
company directly to the public— 
much of the output going to Lend- 
Lease and a substantial amount of 
bulk A to pharmaceutical houses— 
their value to nutrition is pro- 
moted in advertising copy which 
makes dramatic use of their great 
possibilities. The company began 
advertising in Fortune in 1940, 
using a series of full-page imagi- 
native advertisements dramatizing 
the life-giving products. These are 
being continued, with extension of 
the advertisements to such pub- 
lications as ADVERTISING AGE, Food 
Field Reporter, Food Industry, 
Oil, Paint & Drug Reporter. Two 
years ago the company began using 
Business Week and this year added 
The United States News. 

Undoubtedly, officials say, the 
company’s advertising program 
will expand with development of 
the business as the postwar era 
opens new opportunities. Adver- 
tising is prepared and placed 
through G. S. Barnes of the adver- 
tising department of General Mills. 
The account is handled by Knox 
Reeves Advertising, Minneapolis. 
Distribution of the products is 
handled by the commodities sales 
division of General Mills inasmuch 
as Eastman Kodak has no selling 
—_— for this type of prod- 
uc 


Bickmore Advanced 


J. O. Bickmore, with the Bor- 
den Company, New York, since 
1934, has been named assistant di- 
rector of advertising. In addition 
to his new duties he will continue 
to direct advertising of the com- 
pany’s grocery products division. 
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“Why should you prefer 
WFDF Flint to this re- 


cording of the National 
Anthem!” 


———— 


charge of sales. 


Ressler Named to Take 
Charge of Ryerson Sales 


Harold B. Ressler, 
dent of Joseph T. Ryerson & Son, 
steel warehousing subsidiary of 
Inland Steel Company, has been 
transferred from the company’s 
New York plant to the Chicago of- 
fices, where he will be in general 
Thomas Z. Hay- 
ward has been named assistant 
general manager of sales. 

Ainslie Y. Sawyer, formerly as- 
sistant to the president, has been 


vice-presi- 


elected a vice-president and will 
continue in charge of purchases. 
Harry W. Treleaven, previously 
assistant manager, has been named 
manager of the Ryerson New York 
plant. 


Miss Yeazel Advanced 


Marian Yeazel, in the advertis- 
ing department of Consolidated 
Products Company, Danville, II1., 
maker of semi-solid buttermilk 


feeds, has been named assistant 


director of advertising and sales 
promotion. 


O’Connor in New Pos? 
George Edward O’Connor, for- 
merly promotion manager of 
Southern Agriculturist, Nashville, 
Tenn., and previously director of 
media promotion for Dell Publish- 
ing Company, has joined the pro- 
motion staff of the New York 
World-Telegram. 
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Appoints Baumbarger 


Paul Baumbarger has_ been 
named manager of the Iowa Daily 
Press Association, succeeding Gene 
S. McGuire who has been com- 
missioned a lieutenant (jg) in the 
Navy. Mr. Baumbarger will con- 
tinue as manager of the associa- 
tion’s news bureau. 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL WINMIPEG 


KNOWS CANADA 
J.J. GIBBONS LTD. 


OO BAY STREET. - TORONTO 


MERCHANDISING e 


REGINA CALGARY EOMONTON VANCOUVE® 


fe 


OKLAHOMA crry— 


focal point 


a 


ee 


a 
er. 
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in aviation, in war...in 


a 


‘ 
= 


peace! 


Just fifteen miles off the exact 


center of the 


east-west airlane con- 


necting Langley Field with March 


Field . . 


. in the direct path of the 


north-south line that establishes the 
shortest air distance between the 
Panama Canal and Shanghai... 
Oklahoma City has risen to become 
the wartime supply center of the Air 
Service Command of the United 
States air forces. 

Every twelve minutes of the day 
a giant cargo airliner arrives and 
takes off from the runway of what is 
designated as the model for all 
depots of the Air Service Command 
and the largest depot in the allied 
world, winging its way to Africa, to 
India, to Australia with necessary 
materials of war. 

The same factors which have es- 


tablished Oklahoma City as the dis- 
tribution center of war supplies for 
the army... 
flying weather, alertness of its citi- 
zenry to air potentials ... assure the 
city a frontline place in post-war 


central location, ideal 


transportation plans of world-wide 


ee 
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Hit Grade Labeling 
Legislation 

Directors of the Tenth (South- 
western) district, AFA, have 
adopted a resolution calling on the 
national AFA to distribute infor- 
mation on grade labeling legisla- 
tion now pending in Congress, 
terming such legislation ‘another 
attempt to destroy free American 
enterprise in the guise of a price 
control measure.” 

Newly-elected directors of the 
Tenth district are: J. Rex Hugu- 
ley, vice-president of the Okla- 
homa Paper Company, Oklahoma 


City; Julian Herndon, advertising 
manager of the Arkansas Demo- 
crat, Little Rock, Ark.; John Gaser, 
Tulsa, Okla.; and T. E. Hawkins, 
Houston, Tex. 


Plans New Publication 


Refrigeration Industry, published 
by Refrigeration Publications, 812 
Huron Rd., Cleveland, O., will 
make its debut in June with a 
guaranteed circulation of 16,000. 
The publication will cover all 
phases of servicing and merchan- 
dising in the refrigeration and air 
conditioning machinery fields. 


War Forces Closing 
of Booth Pelham Agency 


With all of the principals except 
one in the armed services, Booth 
Pelham & Co., Shreveport, La., 
agency, closed April 30 for the 
duration. The corporate name of 
the concern will be kept alive, the 
office furnishings stored, and the 
capital kept intact on deposit in 
the agency’s name, according to 
Oliver Ford Jr., the sole remain- 
ing officer who is subject to call 
to the armed services soon. 

The agency was founded in 1926 
by Leon Booth, now an Army lieu- 


tenant colonel serving somewhere 
in Italy. Mr. Pelham, a major and 
a former member of the agency, 
is serving in England. Mr. Ford 
said that he and Col. Booth intend 
to resume the business after the 
war. 


Dumore Promotes Tate 


James Tate, director of indus- 
trial and marketing research of 
the Dumore Company, Racine, 
Wis., maker of fractional horse- 
power motors and precision tools, 
has been named director of mar- 
keting. 


EVERY architectural office 
working on a hospital project 
for V-Day during the period 


June 1, 1943 to March 1, 1944 


(verified by Dodge Reports) 
is subscribing to 
ARCHITECTURAL RECORD. 


The total value of the V-Day | 
hospital projects worked on 
by these RECORD subscribers 
during the nine months 

was $85,880,442. 


ARCHITECTURAL RECORD, backed by the news-gathering and 
market-gauging facilities of F. W. Dodge Corporation, provides for 
its architect-engineer readers a service of information which no other 
publication can render. It provides for the advertiser an economical 
and effective means of selling this group—the most important in the 
building world of today—and of tomorrow. 
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Miles Returns = 


to CBS with New | 
West Coast Show | 


Los Angeles, May 3.—Inaugy.§ © ds 
rating its first CBS program jp pay 
recent years, Miles Californj, sons 
Company this week started spon. a 
sorship of a new program, “Lady The che 
of the Press,” to be aired Monday§ i 
through Friday, 4 to 4:15 pm—. ™ 
PWT, over the Columbia Paci) == 
network. oe 

The show, starring Janet Wald ‘ — 
as Sandra Martin, girl reporte— i - 
will promote Miles’ Alka Seltze a0 
and One-A-Day vitamins and wil = 
originate at KNX, Hollywood Telly 
Miles has signed a 52-week con. net 
tract for the program, through _ 
Wade Advertising Agency. mtn 

Station KIRO, Seattle, will re. pe 
cord the program off the line anj ine 
rebroadcast the daily show at 1:3) papas 
to 1:45 p.m. beginning May 8, , po 
week later than the regular net. pose 
work time. z 

Renews Holmes Series os 

Petri Wine Company, San Fran-§ % 
cisco, has renewed “The New Ad- ¢ 
ventures of Sherlock Holmes,” for} “smute: 
a 13-week cycle, through Young & 
Rubicam, Hollywood. The mys-—§ UNUSU/ 
tery series, adapting Sir Arthw J practical 
Conan Doyle’s famous stories to the new 
radio, is aired over the Mutual JJ accounts 
network Mondays at 8:30 p. m,— geles, 9 
EWT. ment in 

Maye 
Signs Lowell Thomas . 

Standard Oil Company of Cali- # inderst: 
fornia, San Francisco, will sponsor given al 
Lowell Thomas, commentator, over Bto 4:30 
a Mutual hookup at 7:15 to 7:30 program 
p.m., Monday through Friday, with® The ; 
a new contract running to next Dowling 
May. Batten, Barton, Durstine & Btnorities 
Osborn is the agency. also te 

Swift Adds Time aren 

Swift & Co., Chicago, has pur-§April 9 
chased the 8:30 to 8:45 a.m., CWT, Bof a bu 
Monday period of the Blue Net-§both a 
work’s “Breakfast Club.” The @Sunday. 
company has sponsored the 8:30 to #York, is 
8:45 a.m. Tuesday through Satur- 
day “Breakfast Club” segment for Oo 
more than three years, and is be- 0 
lieved to be the only advertiser §, wen 
now using six 15-minute period §""S th 
weekly of daytime network time io t 
J. Walter Thompson Company “ E 
handles the account. stare Al 

Bell Renews on NBC oe 

American Telephone & Tele -" J 
graph Company has renewed “The pany is 
Telephone Hour” for an additional 
52 weeks over the full NBC net- 
work, effective April 24. Heard 
Mondays at 9 p.m., EWT, the pro Prud 
gram has been aired continuously § Which | 

over NBC since April 29, 1940. @tal Fa 
N. W. Ayer & Son is the agency. “a 

0 

Spring Bed Renews is brog 

Southern Spring Bed Company Swarth 

has renewed Robert St. John ®B Opera , 

21 NBC stations, effective May Bic in o} 
for 13 weeks. The news com- 
mentator is heard Thursdays # 

10:15 a.m., EWT. Tucker Wayne 

& Co., Atlanta, is the agency. eee 

ric 
Bakers Take Full Hour nee, F 

a ” 
Fleischmann Division of Stané- Saturd 
ard Brands will sponsor the second over ] 
program to be presented by_ th@May 9¢ 

Bakers of America Sunday, Junt 

4, 8 to 9 p.m., EWT, as a salute 

to the armed forces, over the ful RKO 

NBC network. The first progral " 

was broadcast last December. time” 

During the 60 minutes usual) #,,), 
taken by the “Chase & Sanbort’#y,, tal 

program and “One Man’s Family, §, 50. 

the Bakers of America will pres Bh. 14— 

a procession of outstanding stars # 3:15-3- 

radio and screen, with the shoWH, ,. 

to be short-waved to America agency 


troops abroad. 


Boots Cancels Show 2 
Boots Aircraft Nut Corporation@has in 


Sinclai 
‘asterr 
tions, 


New Canaan, Conn., which ma 
its debut as a radio network at 
vertiser Feb. 27 when it beg#® 
sponsorship of “Wide Horizon May 
over the Mutual network, will cat-§Thurs 
cel the program with the May 2:15 

broadcast, which marks the end #™mell A 


( 


a 13-week series. However, it ®g?¢cour 
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pay all your bills by check : 


Seart Special Checking Accoum vodey 
You buy 10 checks for $1 

(ics NOT $1 2 month, but $1 for s book of 10 checks 

The checks are good wail used.) 

You can use them in s week, # moth oF longer 

There sno monthly service charge 

There $00 miounum balance resquireme nt 

You cas pay your bills at home or at your offce, 

Just write out checks aad mad them 

You seve tires aad gasoline as well as ume sad money 

You seve your feet and your serves, tox 

And W's » lot saber then carrying cash around. 

Your check subs provide a record uf your expenduures 

These accounts are specially popular with © ar workers, seenographers, 


| 
5 
a 
’ Housewives and with folks who erver had checking accouns before 
You cao Baok by Mail wb Caitorass Bank of you want to 
We provide special Baak velopes ter thes purpose 
Thee all you have to do 1 mail us your pay check eact pay dey 
Tell you what you do. Start 40 accouet und use one book of checks 
MU you doe t like st you cae close your sccoumt, 
Bur we ber you Il bed « 50 much safer, more coevenem 
Aad more sanstactor, w every way, 
Thet you wun t be able to get along without « from thee 1 
You haow. 4 fellow ace tard that, 
Everybody who 1 any body Das « checking scoor ae.” 
He exaggerared. of course, Dut you get the gemeral ree 
And, what with gas ramonng ughtered .p agsio, 
A checking sccount & just soul # Wer fume CeCeT Wty 
$0, do's pay your bills the HARD WAY any more. 
Get ove of ur 10-408-§) checkbook t0-'ay 
Aad gove the easy way 2 eral for «couple of mowchs. 
Snail accounts are‘ ovieed— 
At aay dow stows oF ceighborbood office of 
i 


* suT mont wat tones 


a 
UNUSUAL COPY JOB — Although 


practically all banks are now featuring 
the new "10 for $1" special checking 
accounts, the California Bank, Los An- 
geles, gives the theme unusual treat- 
ment in a series of newspaper ads. The 
Mayers Co. handles the account. 


understood the company is being 
given an option on the Sunday 4 
to 4:30 p.m. period to continue the 
program on a week-to-week basis. 

The show, which stars Eddie 
Dowling and noted aviation au- 
thorities as guest speakers, was 
also televized weekly over the 
DuMont television station, 
W2XWV, but this was terminated 
April 9 when it became too much 
of a burden in attempting to do 
both a broadcast and telecast each 
Sunday. Cecil & Presbrey, New 
York, is the agency. 


Owens-Illinois Renews 


Owens-Illinois Glass Company 
has renewed “Broadway Matinee” 
over the full CBS network Mon- 
days through Fridays, 4 to 4:25 
pm. EWT. The variety program 
stars Alfred Drake, singing star of 
* the Broadway musical hit “Okla- 
homa,” and presents guest vocal- 
ists. J. Walter Thompson Com- 


2d “The 
ditional pany ts the agency. 
3C_net- Prudential Renews 

Heard - 
he pro: Prudential Insurance Company, 
nuously @ Which has sponsored “The Pruden- 
9, 1940. tal Family Hour” on CBS since 


August, 1941, has renewed the pro- 
gram over 87 stations. The show 
; ls broadcast Sundays 5 to 5:45 
pm, EWT, and features Gladys 


— Swarthout of the Metropolitan 
onn r Opera Company. Benton & Bowles 
May Bis in charge. 

Ss com- 

days a GE Renews 

Wayne : 

1cy. Electronics division of General 


lectric Company, through Maxon, 
ur Inc., has renewed “The World To- 


Stand- day,” heard Mondays through 
aie ttutdays 6:45 to 6:55 p.m., EWT, 
“by thot 121 CBS outlets, effective 

DY ee ay 29. 

y; 
a + RKO Buys Full Net 
f 
srogranff, RKO Radio Pictures, which has 
er. een sponsoring “Hollywood Star- 


lime” on 20 Blue stations since 
ee ebruary, is placing the show on 
‘amily @* full Blue network May 29 on 
@ 52-week basis. Program is 
heard Monday through Friday, 
3:15-3:30 p.m., EWT. Foote, Cone 


& Belding, New York, is the 
agency, 


Launches New Program 


Frank Singiser Jr., commentator, 
a inaugurated a new series for 
Inclair Refining Company on an 
astern Mutual network of 35 sta- 
- ry The program, which started 
ned 2, will be heard Tuesday, 
hursday and Saturday at 8 to 
P15 p. m., EWT. Hixson-O’Don- 
ell Advertising, Inc., handles the 


Somerville to Mutual 


Robert R. Somerville, formerly 
with the sales division of CBS and 
before that with Joseph Hershey 
McGillvra, radio representative, 
has joined Mutual Broadcasting 
System as assistant to Edward W. 
Wood Jr., general sales manager. 
George Lewis, press news editor, 
has been placed in charge of ex- 
ploitation for the public relations- 
publicity department. Edwin T. 
Otis, formerly manager of the 
eastern division of station rela- 
tions, has been named eastern su- 


pervisor of the sales service de- 
partment. 


GE Names Peare V. P. 


Robert S. Peare, manager of the 
publicity divisions of General 
Electric Company, Schenectady, 
N. Y., and in charge of all adver- 
tising, public relations and broad- 
casting for the company and its af- 
filiates, has been elected a GE 
vice-president. Mr. Peare is also 
president of the Maqua Company, 
Schenectady, printing and engrav- 
ing organization affiliated with GE. 


Barnes to OWI Overseas 


Bernard Barnes, advertising pro- 
motion manager of Life for the 
past two years, has been given a 
leave of absence to serve with 
OWI as special consultant in its 
psychological warfare branch in 
London. 
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Opens Cleveland Office 


McGraw-Hill Publishing Com- 
pany, New York, has established a 
regional news bureau in Cleveland 
to increase editorial coverage there. 
John M. Johnston, former Cleve- 


land newspaperman, has been 
named head of the new bureau. 


Covers BUYERS in Charge of Catholic Churches « 


Schools « 


Institutions 


A National Publication, published bi-monthly at Milwaukee, Wis. 


account 


THe riGHT sipe FOR YOUR apverrisine! 


51% OF RETAIL SALES 


ILE OM 


_* 227 million dollars was the value of livestock on farms 
in Oklahoma in 1943, much of it on the tall grass lands of 
the right side of the states Add industrial and oil company 
payrolls, plenty of moisture from winter rains and snows 
assuring bumper crops for ‘44, and the advertiser has a 
“rich range” to ride! Especially so, because, The Tulsa 
: World and Tulsa Tribune are read by 43% of all the families 
in this rich right side market . . . and furnish 24-hour 
coverage for the advertiser at ONE LOW COST! 


*U. S. Federal Reserve Figure. 


REPRESENTED NATIONALLY 


1 oe 


TULSA WORLD 


Ott CAPITAL NEWSPAPERS 


TULSA TRIBUNE 


BY @ THE BRANHAM CO. 
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Gilbert Joins ‘Motor’ 


Joseph E. Gilbert, formerly 
principal industrial specialist with 
the War Production Board and 
previously western manager of 
Autoinotive Merchandising, has 
joined the eastern advertising staff 
of Motor, New York. 


Named WCOL Manager 

Jack Kelly, with the sales staff 
of Station WCOL, Columbus, O., 
for several years, has been named 
station manager. 


—WE' WANT A 
Scientific Writer— 


who is familiar with the design, 
use and application of optical 
instruments of all kinds to pre- 
pare publicity, technical articles, 
catalog copy, etc. Location in 
progressive Eastern community 
with company that is a leader 
in its field. Write, giving com- 
plete details on experience, to 
Box 4745, Advertising Age, 100 
E. Ohio St., Chicago II, Ill. 


OW! Helps 


Fight German Marketers j: 


30 U. S. Firms Enter 
Psychological War 
in Neutral Lands 


By LAWRENCE M. HUGHES 


New York, May 2. — Even 
though Germany loses the war, 
she does not intend to lose her 
markets. The German  govern- 
ment continues to encourage and 
subsidize vigorous advertising 
campaigns in neutral countries— 
among them Portugal, Spain, Swe- 
den and Turkey—to win postwar 
preference for German products. 

When the Special Promotion 
Division of OWI Overseas launched 
a program, just a year ago, to aid 
American advertisers in cam- 
paigns in these countries, the Ger- 
mans were running the promo- 
tional show there. They were 
flooding newspapers and other 
media with campaigns, and were, 


Advertisers 


in effect, “owning” many publica- 
tions. Information both on Ameri- 
can brands and on the progress 
of the war was crowded out or 
distorted. 


Tide Begins to Turn 


The need for campaigns by 
more American advertisers is 
urgent, Harold D. Frazee, chief of 
the Special Promotion Division, 
told ADVERTISING AGE. Fully to 
combat German propaganda in 
these four countries, the division 
is trying to enlist two to three 
times as many American advertis- 
ers. But the work of those al- 
ready engaged has begun to turn 
the tide. The “story” of the 
United States and the United Na- 
tions for the first time is being re- 
vealed to these people. At the 
same time, he said, American ad- 


NAZI ADS—Here are samples of transportation advertising as used by 
German companies. 


Advertising Age, May 8, 19M Advertts 


press 
newspap' 
_S. has 
ment;” ‘ 
are g 

an prod 
In Turke 
act favo! 
From 


a 
= Wi » 


vertisers who formerly sold in 
these markets are “strengthening 
their trademark identity, dealer 


and distributor relationships, and 
consumer good will for postwar 


® DeVAULT —a veteran of 21 years’ experience 
in the United States Diplomatic Service, all with 


the major nations now at war. 


® DeVAULT—knows personally the top-ranking 


®@ DeVAULT—His 


PITTSBURGH @Ri\Reh’ Roe 


leaders in both the Allied and Axis camps. 


@ DeVAULT—selects the significant in each day’s 
happenings.. interprets it with unerring insight. 


radio popularity and the de- 


WGL - 


mand for personal appearances are increasing by 


leaps and bounds. A plus for sponsors! 


® DeVAULT—has arrived! 


Charles L. DeVault, teamed with the pull and 
penetration of KDKA’s 50,000 watts, is spotted at 


a time when the teeming Pittsburgh area is at ease 


and receptive.. a combination to do a he-man’s job 
of selling to the whole family ! See NBC Spot Sales 


for complete details. 


WESTINGHOUSE RADIO STATIONS Inc 


WBZA * 
REPRESENTED NATIONALLY BY NBC SPOT SALES 
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KYW - KDKA 
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business.” 

Neither German nor Americap 
concerns can sell goods in theg 
countries now. Although Ger. 
many is closer to them, her pm. 
duction, like ours, is  almos 
wholly for war. But when prod- 
ucts of both countries again be. 


; ealth is 
come available, our government bre creat 
and our advertisers are determine, good: 
that “Made in America” wil® «Our « 
mean plenty. ‘never 1 

Since U. S. Steel Export Com-Bicnects c 
pany became the first concern to, folio 
launch a campaign in _ neutral nsycholo, 
countries under the OWI plan, infEns of o1 


April, 1943, about 30 advertiser 
have started or agreed to star 
campaigns there. 

Among those already engaged in 
them are Admiral Radio, Edward 
G. Budd Mfg. Company, Celotex, 
Champion Spark Plug, Chese- 
brough Vaseline, Cleveland Trae- 
tor, Consolidated Vultee Aircraft, 
Corn Products Refining, Diamond Biot prc 
T truck, Eastman Kodak, Fire-Bhews’ 
stone and Goodyear Rubber, Koly-fmerica: 


yeapons 
eign pub 
editorial 
elated. 

been bu: 
pace bu 
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nos toothpaste, George W. Luft ‘Hoy 
Company, cosmetics, Glenn L. eep this 
Martin Company, aircraft, Metro- 
Goldwyn-Mayer, Norge division of Am 
Borg-Warner, Radio Corporatio “We 
of America, Remington Rand, and fAmerica: 
Stewart-Warner’s Alemite  divi-§ng. Th 
sion. B0  adve 
Others to Start oo 
Advertisers now launching or ually. 
planning to launch such campaigns (630,000 1 
include American Chain & Cable, gPnough 1 
Bethlehem Steel, Borden, Pills Ur caus 
bury Flour, and Underwood-El- @° exa 
liott-Fisher. arried | 
These American advertisers rep- fF Allied 


resent about 20 industries: avia- 
tion, building materials, business 
equipment, cameras, cosmetics, 
drugs, electric appliances, foods, 
metals, motion pictures, oil, radi0, 
rubber, tractors, trucks and trans 
portation equipment. i 
The German list is broader. } 
includes not only airplanes, bust 
ness equipment, building mate 
rials, drugs, cameras, cosmetics, 
electric appliances, motion pit- 
tures and radio, but ball bearings, 
chemicals, clocks, Diesel engines, 
guns, heavy machinery, heating 
equipment, light bulbs, motors, 
pens and pencils, precision instru- 
ments, transportation, and wine 
Among the well-known Germat 
brands promoting strongly {fo 
postwar position are Dornier ané 
Mauser, Siemens and Krupp. The 
German radio industry is espetr e 
ally active. 


Aids Postwar Markets 


In addition to winning neutré 
countries to the United Nations 
side, and to American brands, Mt 
Frazee explained, this progra® 
will facilitate the development @ 
postwar markets for “our terrif- 2. 


cally expanded industrial produt- vot 
tion, for both capital goods ané U.s 
branded consumer merchandise. adv 


Individual advertisers have rf 
ported to OWI on the reasons {0 
and response to their campaig® 
In efforts to win more advertise® 
—from a prospect list of about 9 
—to this program, the divisi® 
quotes from the. experience ® 
Diamond T, RCA, Remingt® 
Rand and U. S. Steel Expott 
Diamond T, for example, poin® 
out that when the war ends paru®@ 


ipants in this plan “won’t hat 
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to start from scratch again.” RCA 
| cites the approval of its distribu- 
ss tors, and says that its advertis- 
© Jing is “keeping our trademark be- 
9 fore many people now cut off 
© Virom our products . . .and count- 
*™ firs the idea of Axis superiority. 
The Germans, by the way, are 
not troubled with modesty or un- 
gerstatement in their advertising. 
one ad by their radio industry 
ays that German receivers are the 
“pighest and almost perfect ex- 
amples of craftsmanship,” and will 
“pring joy and happiness to you 

and all your beloved friends.” 


Promises 100% Support 


OWI representatives in various 
eutral countries have reported 
avorably on results: The “weapon 
of advertising . . . has proved of 
enormous value in our Spanish 
press relations;” ‘Portuguese 
newspaper attitude toward the 
_§. has shown marked improve- 
ment;’ “these ads (in Sweden) 
bre good propaganda for Ameri- 
an products and American ideas.” 
in Turkey, “press and public re- 
d by fact favorably.” 

From Egypt comes word: “A 
—.._ Heal entrance into profitable post- 
ar relations is being made by 
hese advertisements and a good 
sroundwork for solid economic re- 
lations is being established. . . . 
Interest in American products 
hmong the general public is rising 
steadily. All this is being accom- 
nlished at a time when Egypt’s 
ealth is increasing and scarcities 
pre creating a vastly better market 
for goods of all types.” 
“Our enemies,” Mr. Frazee said, 
‘never lose sight of the economic 
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t Com- pspects of this war, or of the peace 
cern ti. follow. We must fight this 
neutral psychological war not with weap- 
plan, infins of our own choosing but with 
a eapons that exist. In many for- 
os 


pign publications, advertising and 
pditorial departments are closely 
elated. German advertisers have 
been buying not only advertising 
space but news columns. In fact, 
hey sometimes pay for both with 
he stipulation: ‘We don’t care 
hether the advertising runs or 
ot, provided you publish our 
ews. Publishers have called 
American consulates or OWI to 
pk ‘How much will you pay to 
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rision of Americans Win Hearing 
poration “We prefer to ‘pay’ in the 
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p = divi- 


merican way, through advertis- 
ng. The total expenditure of the 
B) advertisers in the plan in 
Portugal, Spain, Sweden and Tur- 
ey is now about $1,500,000 an- 
ually. This averages only about 
$30,000 for each. But it has been 
enough to give our products—and 
bur cause—a hearing. A year ago, 
or example, the Turkish press 
arried 10 times as much German 
bs Allied propaganda. Today, this 
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AMERICAN STORY ABROAD—These are examples of how U. S. companies, 
with the aid of OWl, are protecting and expanding markets for postwar 
products in foreign countries, in competition with German firms. 


list in Sweden are 65 newspapers, 
with combined circulation of 1,- 
500,000, and 22 magazines and 
trade publications, with 2,000,000 
circulation. The Swedish circula- 
tion figures are said to be ac- 
curate. In other countries they 


proportion has been reversed. The 
Turkish people are beginning to 
learn what is actually happening 
in this war. 

Publications scheduled in the 
program have been approved by 
our State Department. On this 


are considerably less so. Forty- 
two newspapers and business pa- 
pers are used in Spain, 20 in Por- 
tugal and 16 in Turkey, and 16 
newspapers and 14 magazines in 
Egypt. 

OWI Overseas helps our adver- 
tisers with such problems as trans- 
portation, delivery, translation, 
censorship, types of copy most 
suitable, artwork, mechanical re- 
production, licenses, etc. Because 
of newsprint shortage in all these 
countries except Sweden, news- 
paper ads have been standardized 
largely at two columns by seven 
inches. To save weight in ship- 
ping, reproduction proofs in Eng- 
lish are used. Translations and 
plate and engraving work are 
done abroad. Because of inferior 
paper and inks, art work is con- 
fined to line drawings. 

Copy expands in translation, 
and must be kept short. A trans- 
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lation from English to Arabic, for 
example, expands 50% and from 


English to Turkish 25%. 


Owl! 


suggests that all ads be signed with 


an address in the U.S.A. 


MR. BUSINESS PAPER PUBLI ! 
ES SHER 


Do you want more advertising dollars 


from the middle west? 


Are you interested in building now 
for bigger post-war schedules? 


| am draft exempt—have enough 
shoe coupons—and know how to get 


and keep advertising. 


Five years production record this 
area. Want to take on two or three 


strong books. 
Box 4722 


ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


N spite of the great number of old established 
manufacturers and processors in textiles and ap- 
parel, there is a belief among some advertising men 
that the casualty rate was too high to make possible a 
solid front of accounts in this, the nation’s second 
largest industry. 


To these advertising men, as well as to agencies 
now directing big accounts in textiles and apparel, the 
findings in a recent survey will be revealing. 


Among three hundred textile and apparel manv- - 
facturers and processors in the New York area, a big 
percentage were found to be veterans of many years 
and large enough to warrant extensive agency develop- 
ment. 


49% had been in business fifteen years or longer. 
8% had been in business thirty to thirty-five years, 
and 5% were still hale and hearty after a half a century 
or more. There were few “upstarts” in the entire 300 
representative concerns. And this is typical of the great 
manufacturing and processing groups which make up 
textiles and apparel. 


Here are proven concerns with the stability that 
appeals to agency “new business” executives. Some of 
these accounts have long enjoyed the benefits of com- 
petent agency direction in their trade and consumer 
advertising. But a surprisingly large percentage have 
never had the benefit of this guidance, possibly because 
too many agency men had accepted the theory that life 
expectancy among textiles and apparel firms was too 
short to justify agency efforts. 


THE RETAILER’S 


WOMEN'S WE/R DAILY * DAILY NEWS RECORD + RETAILING HOME FURNISHINGS 


NATIONAL 


Fairchild Publications 


A LETTER 


to the Agency Executive who discounts the life 
expectancy of Textiles and Apparel firms 


Ninth of a Series 


When you consider that textiles and apparel pro- 
duces the nation’s second largest wholesale dollar vol- 
ume and spends only one-eighth as-much as the top 
industry for trade and consumer advertising, you read- 
ily see the possibilities your agency has for building 
new and profitable accounts in textiles and apparel. 

Here is a perfect combination. Vitally alert manu- 
facturers, young enough in their thinking to welcome 
thorough advertising programs, and sound enough in 
their business methods to interest any agency that 
values a company’s record of dependability. 


Choose one or two of these firms now and explore 
their possibilities. You will find a vast field where 
your agency can emerge with profitable new accounts 
with great potential. By working with them now you 
will be in a position to serve them better when war's 


end steps up the selling tempo. 


Women’s Wear Daily can give you facts that you 
may need to develop textiles and apparel accounts. 
Feel free to write or call for any of this information. 


LW pA 


Thorough readership has given Women’s Wear 
Daily its commanding leadership. Fashion and 
Fabric leaders look to the industry's one daily news- 
paper for complete news, authoritative articles and 
informative advertising of the industry. It is their 
“business bible” today, as it has been for thirty 
years. No matter what market you plan to reach, 
you must have the cooperation of these key people. 
Develop it through Women’s Wear Daily. 


NEWSPAPER 


* MEN'S WEAR «. CHICAGO APPAREL GAZETTE 


omens Wear Daily 


FAIRCHILD'S TRADE DIRECTORIES 
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54 
Cautions Against 


Postwar Business 
on Prewar Lines 


Minneapolis, May 2.—A. E. 
Giegengack, public printer of the 
United States, warned members at 
a special meeting of printing, pub- 
lishing and advertising groups 
here that business and industry 
will fail to meet their postwar 
problems if they keep on hoping 
and planning merely for a return 
to the “good old days.” 

The meeting was sponsored by 
15 organizations in cooperation 
with the graphic arts industry. 

“By a proper application of the 
techniques of administration, pro- 
duction and sales to the discov- 


FREE! Bnapeese, read- 
ers. 
ads with LIFE- like EVE" 
CATCHER photos. Nothin 
like them anywhere. Us 
by biggest advertisers. 400 
new subjects monthly. Mat 
or glossy print plan $5 
month, Write for new 
FREE proofs No. 101. No 
obligations. ra 
» Inc., - 38th ” 
New York 16. 


eries and developments in me- 
chanics, electricity and chemistry 
perfected during the war effort, 
we will be able to lay a solid foun- 
dation upon which to build an in- 
viting future,” Mr. Giegengack 
said. He warned that an attempt 
to conduct “postwar business by 
prewar methods” will lead to 
bankruptcy. 

He predicted greater use of 
color, improved cameras and film, 
and wider use of plastics in print- 
ing after the war. 


‘Oral Hygiene’ Moves 


The office of Stuart M. Stanley, 
vice-president and eastern man- 
ager of Oral Hygiene Publications, 
Pittsburgh, has been moved to 420 
Madison Ave., New York. The 
new telephone number is Plaza 
5-1953. 


Hunter Names Two 


Ray Pearce has been named 
eastern advertising manager of 
Hunter Publications, New York, 
publisher of Movie Show, Screen- 
land, and Silver Screen. Beatrice 
Adler has been named promotion 


manager of the company. 


Mathes Gets Nettleton; 
Names Ekstam, Hipwell 


A. E. Nettleton Company, Syra- 
cuse, has appointed J. M. Mathes, 
Inc., New York, to handle adver- 
tising for Nettleton shoes for men 
and Lady Nettleton shoes for wo- 
men. Newspaper advertisements 
in 40 cities continues, in addition 
to four-color and black-and-white 
ads in national magazines. The 
company offers a mat service for 
dealer advertising and is making 
plans for next year’s spring sea- 
son. 

Ralph Ekstam, formerly with 
Monroe F. Dreher, Inc., and Grant 
Hipwell, formerly with Al Paul 
Lefton Company, both of New 
York, have joined the agency’s 
copy and art departments, respec- 
tively. 


Publishers to Meet 


The National Publishers Asso- 
ciation will hold a one-day con- 
ference at the Garden City Golf 
Club, Garden City, L. IL., on Tues- 
day, June 20. Among problems 
to be discussed at the meeting will 
be legislation, paper supply, man- 
power and essentiality. 


Fort Wayne...iNDiANA'S 2ND 


LARGEST 


MARKET 


AIRLINES look to the future 


REPRESENTATIVES: ALLEN-KLAPP CO. + 


@ With the shifting of war contracts many markets flit 
up and down like a kite in a windstorm—while the 
Fort Wayne market barometer holds steady. During the 
past year industrial payrolls from month to month have 
varied less than 5%. Some months show seductions up 
to 2.7%, some show increases up to 4.57%, some show 
no change at all. Total score: industrial payrolls are up 
about 6%% compared with a year ago! 


Retail sales are now 15% above a year ago; bank 
debits show an increase of 27%; post office receipts 
are up about 10% over last year. 


That is a quick picture of the Fort Wayne market — 
as of today. 


As for tomorrow—28 major airline companies have 
already filed 56 applications for routes and designated 
stops in Fort Wayne with CAB in Washington. These are 
for both east-west and north-south transportation. Two 
great airfields are ready to serve when skyways become 
highways—for civilian passenger and cargo traffic. 


* 


Home Coverage — delivered by carrier to 97.8% 
of all homes in Fort Wayne six days a week. 


* 


Che News-Sentinel 


' FORT WAYNE, INDIANA | 


NEW YORK—CHICAGO-—DETROIT 


Advertising Age, May 8, im 


J. J. Keith, of the Mace Advertising Agency, Peoria, IIlL., is one 
the large group of advertising men who also operate farms, 
practical work on a farm outside of Peoria is especially helpfy 
because of the large number of agricultural accounts handled by ty 
Mace agency. . . Another Peorian whose farm occupies much of }j 
time is Edgar L. Bill, head of Station WMBD. His fine saddle horse, 
which he breeds on his establishment near Peoria, have won bly 
ribbons in leading shows all over the country... 

Fourth floor of the Waldorf-Astoria was a veritable beehive 
parties during the ANPA’s 58th annual conclave, and it was pra, 
tically open house. One could barge in on the Chicago Sun’s 
and be greeted by Ralph Whitaker and his boss, Marshall Fiey 
Further down the corridor Hearst Advertising Service greeted th 
visiting firemen, with Herbert W. Beyea doing the honors. . . 

Perroquet suite was taken over by the New York Post whew 
Mary McClung and Ed Kennelly good naturedly parried the thru, ..° we 
of numerous revelers toasting every paper in the country except thiR -—~ 
Post. Nancy Sasser didn’t miss the grand opportunity of plastering iN TES 
her suite with her projected buy-lines “for men only,” and hyJ test ad: 
her staff on hand to distribute proof sheets to all and sundry. liam S 

Other suites were occupied by the Chicago News, Chicago Tribuy toasted 
Paul Block & Associates, Los Angeles News and Louisville Courier. denen 
Journal. A bit uppity, that is, up on the 10th floor, The Branhay 
Co. had its party, where Murray Carpenter of Compton was foun/ 
holding the fort while the Branham folks were down at the banqu¢ 
listening to Gov. Tom Dewey. Kelly-Smith entertained about 4 N ev 
guests at the Latin Quarter after the banquet... . . 

Mrs. Jean MacKinnon, a copywriter in the ad dept. of the Celap. Win 
ese Corp. of America, was married a short while ago to 2nd 
Andrew W. Garvin, Army chemical warfare service. . . Bernar Hea 
Douglas, of Foote, Cone & Belding, has leased a six-room penthous 
at 180 E. 79th St., New York. . . To Jim Gaines and Mrs. Gaing New 
a second child. Jim is asst. to Charles Hammond, ad dir, ¢ 
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NBC... achieve 
From adman to the priesthood is part of the life story of Fathell and sai 
William Coyle, with Calkins & Holden from 1930 to 1935, when hel losses ' 
entered the seminary. Ordained a priest at Rock Hill, S. C., hm age hor 
celebrated his first solemn mass Sunday, April 23, at the Churii demons 
of St. Andrew Avellino, Flushing, N. Y. .. Yeoman Betty Rui A™chite 
Berberick of the Waves, daughter of Sol C. Berberick, of Cappe = Li 
Publications, recently was wed to Sgt. Carl Fredericks of th eon 
Army... glass si 
Another wartime romance has blossomed into the engagemenif™ hydrate 
of Margaret Ocheltree Eyles, daughter of Charles H. Eyles, prajs metical 
of Richard A. Foley Advertising Agency, Philadelphia, to Lig panes « 
Thomas D. Wil- to-glas: 
liams, of the sulatin, 
Army air forces. —— 
He is stationed at eo 
Drew Field, Owens- 
, John 
Col. Donald D. compan 
Hoover, ex-ac- change: 
count exec. with postwai 
Bozell & Jacobs, — 
Omaha agency, ment 
has been deco- glass, } 
rated by Gen. of 14 ; 
Alexander for perime 
“exceptional ef- dating 
ficiency and Haven, 
keenness” as a an “ 
censor, and made on a o 
an honorary offi- . be >... 
cer of the mili- ; casi Appe 
tary division of AGENCY HEADS TALK IT OVER—Affairs of Good 
the Order of the kind, Joice & Morgan were gone over at a recell Jame 
British empire. A Hollywood meeting of (left to right) M. Lewis Gast i 
prewar reserve kind, vice-president and treasurer; Raymond R. Morgi ' 8 
ident of the affiliated company, Raymond R. Mom 0% ha 
officer, Col. Hoo- Pree and Clyde M. Joice, president of GJM. fp Public 
ver lett the 9 of yde M. Joice, president o for Gr 
agency in De- tion, I 


cember, 1941, to report for active duty and served in Washington Postwa 
D. C., before going overseas. . . 

Steve Glennon, advertising director of Popular Science, is receiv’ 
ing congratulations on the birth of a son April 18. The Glennon 
already have four daughters, so the arrival of an heir was par 
ticularly welcome... 

While Giles L. Findley, head of pub. relations for McCanl 
Erickson’s Minneapolis office, can take pictures, he doesn’t claim 
to be an amateur photog of distinction. It’s his immediate prede 
cessor, V. R. West, who’s handy with the camera and who snapp@ 
the picture of Sybel Marie West that made a recent cover of 
Northwestern Miller. . . W. W. Dashiell, last surviving founder ° 
the Manhattan Rubber Mfg. Co., now a division of Raybestos-Mar 
hattan, and still active though now 89, attended the recent stod 
holders’ meeting and spoke briefly. . . 


Admen rank high on the lists to be voted on for various Harva™y SEL 
University offices. Henry C. Flower Jr., class of ’19, a v.p. ane 
director of JWT, has been nominated as a director at large of @ 
alumni assn. Nominated as members of the Harvard Fund Cou 
cil are C. C. Felton, v.p. of Revere Copper & Brass; and Edw The 
M. Douglas, dir. of sales promotion, International Business M ’ 
chines Corp. And among those nominated for the board of ové nn 
seers, one of the highest elective offices, are Walter S. Gifford, pm eac 
of AT&T; Bradley Dewey, pres. of Dewey & Almy, Cambridé to 
and John Cowles, newspaper, magazine and radio station exé bes 
tive... 100 


Admen who will help direct affairs of the Chicago Better Bu® 
ness Bureau include this quintet, elected to the board of direct 
at the recent annual meeting: L. J. Abrams, ad moe_r. of 
Chicago Times; Wallace Brooks, ad director of the Chicago St 
William McNamee, ad dir., Chicago Herald-American; Maurice 
Needham, pres., Needham, Louis & Brorby; and B. L. Robbins, ¥? 
General Outdoor Advertising Company. . . 
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liam S. Scull . is promoting its 

toasted rice product, Trice, in half a 

dozen markets. Compton Advertising, 

New York, handles the account (AA, 
April 3). 


Newly Developed 
Window Will Keep 
Heat In, Cold Out 


New York, May 2.—Thermo- 
pane, a multiple transparent insu- 
lating glass window, designed to 
achieve important fuel economies 
and said to be able to reduce heat 
losses when installed in an aver- 
age home by as much as 50%, was 
demonstrated at a meeting of the 
Architectural League last week by 
the Libbey-Owens-Ford Glass 
Company. 

Described as an “air-conditioned 
glass sandwich,” it contains a de- 
hydrated air space which is her- 
metically sealed between two 


to-glass bond. This acts as an in- 
sulating barrier to resist the flow 
of heat from a room to the outside, 
explained Dr. George B. Watkins, 
research director of Libbey- 
Owens-Ford. 

John D. Biggers, president of the 
company, predicted revolutionary 
changes and improvements in 
postwar architecture, both in resi- 
dential and commercial buildings, 
as a result of the new develop- 
ment. Production of the new 
glass, Mr. Biggers said, is the fruit 
of 14 years of research and ex- 
perimentation by the company, 
dating back to 1930 when Charles 
Haven, a Milwaukee refrigeration 
engineer, was inspired with an 
idea while riding on a street car 
on a cold winter morning. 


Appoints James Rowan 

James A. Rowan, formerly spe- 
cial assistant to the director of the 
WPB’s steel division in Washing- 
ton, has been appointed director of 
public relations and advertising 
for Great Lakes Steel Corpora- 
tion, Detroit, which is planning 
postwar distribution of its alloy 
steel products. 
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SELLING NEW HAVEN'S 


v.p. ang 
ge of t WAR WORKERS 
nd Coul 
| Edw The Journal-Courier goes into war 
ness M Plants by the thousands daily — 
of ove each copy read by many, and 
ord, pie Passed on from shift to shift — 

dt each copy working 24 hours daily 
umbridg to bring you coverage of today’s 
n exe best-spending customers . 

. 100,000 readers daily! 

ter Bus 
he * *& THE * * 
‘igo Sul] JSOURNAL-COURIER 
aurice NEW HAVEN, CONN. 
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panes of glass by a special metal-| . 


Westinghouse Names 
White, Knox, Nelsen 


John W. White, formerly vice- 
president and general manager of 


Westinghouse Electric Interna- 
tional Company, subsidiary of 
Westinghouse Electric & Mfg. 


Company, has been named presi- 
dent and general manager of the 
former organization. He succeeds 
George H. Bucher, who has been 
named chairman of the board of 
the International Company. 

William E. Knox, formerly as- 
sistant general manager of Inter- 


national has been named vice- 
president of that company. An- 
drew G. Nelsen, formerly lamp 
sales manager of the metropolitan 
Chicago district for Westinghouse 
Lamp Division, has been named 
in charge of all its lamp sales in 
the Midwest, with headquarters in 
Chicago. 


Names S. Duane Lyon 

Drury Lane Chocolate Com- 
pany, New York, has named S. 
Duane Lyon, Inc., New York, to 
handle its advertising in news- 
papers and magazines. 


Michigan Opens Drive 

The Michigan legislature has 
appropriated $30,000 for advertis- 
ing and promotion of the state’s 
food industry during May, desig- 
nated as “More Michigan Food 
Month.” The money will be ex- 
pended through the Michigan Food 
Council. 


Names Michel-Cather 


Michel-Cather, New York, has 
been named to handle the adver- 
tising of Eppenbach, Inc., Long 
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Island City, N. Y., manufacturer 
of colloid mills and mixers. Trade 
publications in the food, drug, 
chemical and cosmetic fields will 
be used. 


eu 


Stmpson-REILLy, LTD. 


‘ Publishers Representatives br 


1928 


warehouse facilities 


sailing to, and from, 


Washington’s Second 


space buyers. 


In days of peace, Tacoma always ranks 
first or second in Puget Sound imports 
and exports, with 90% 
port tonnage originating in Tacoma in- 
dustrial plants. * * * Situated on one 
of the world’s finest deep-water har- 
bors, Tacoma’s outstanding dock and 


over 60 steamship lines—with ships 


basic importance to transportation in 
the Pacific Northwest. * * * It’s just 
another reason why Tacoma gets “top- 
choice” attention from alert, forward- 
looking advertisers and their agency 


of the total ex- 


normally serve 


all parts of the 


world. Four transcontinental railroads 
meet tidewater in Tacoma, making 


Market area of 


anngponne 


SHIPPING ... another 
reason TACOMA is ‘fops” 


Tacoma, Washington’s Second 
Market, is an integral part of the 
state’s 
Western Washington you'll find 
74% of the state’s effective buy- 
ing income, 73% 
population, 71% 
Sales, 86% of the industrial pay- 
roll. It’s more than a “one-city” 
market — and to cover it ade-- 
quately you need the Tacoma 
News Tribune’s dominant, con- 
centrated circulation. 
facts. Any Lorenzen & Thomp- 
son representative will gladly 
supply them. 


™Nows Tribune 


“10%-Plus” region. In 


of the state’s 
of the retail 


Get the 


TACOMA, WASHINGTON 


Lorenzen & Thompson, Inc, 
National Representatives 
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Advertising Age, May 6 


MECHANICAL PRODUCTION 
MAN AVAILABLE 


“Positions Wanted,” 
tatives Available,” 
cash with order. 


The Advertising Market Place 


The rates for this department are as follows: 
“Representatives Wanted,” 

50 cents a line, minimum charge $2. 
All other classifications (single insertion rates) : 
% in., $2.75; 1 to 3 in., $4.75 per inch. 


“Help Wanted,” 
and ‘‘Represen- 
Terms 


HELP WANTED 


HELP WANTED 


12 years experience in photo-engraving, 


typography, electrotyping and printing WANT A BETTER JOB? 


Copywriters, art directors, ad managers, ra- 
dio directors, needed now in Boston, Chi- 


qualify me for a top mechanical production Permanent. Excellent salaries nn 
= ~ te booklet, ‘“‘How to Match 


job. (In Chicago only). 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘*matching men and jobs’’ 


Am about to leave defense work as a 


8 South Michigan Avenue ANDover 3129 
healthy citizen, but 4-F by army standards. ae oe a cm oe 


Automotive Trade Magazine, one of 
the oldest, needs Chicago and mid- 
west space salesman. Straight com- 
mission basis but plenty of support 
in promotion. Should be extremely 
profitable provided we begin now for 
contracts next year. Publisher will 
be in Chicago May 8 and 9. For 
personal interview wire, write or 
telephone. 

Box 4780, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
COPY AND CONTACT MAN 
For a man who would like to live 
in a Midwest city, and who has suc- 
cessful experience in writing and 
contacting important accounts, there 
is an opportunity in a 4-A agency. 
Experience should include industrial 
accounts. Write in confidence giving 
complete information regarding ex- 
perience, age and present earnings. 
Box 4773, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


4 Please state what approximate salary you 
will be willing to pay, pending a personal 
discussion. 


Box 4783 
Advertising Age, 100 E. Ohio Street 
Chicago 11, Illinois 


uy 
MORE FOOD! 


They buy more meats and cheese, 
more flour and cereals, more fruit a 4 
' juice and vegetables, more soups ce “ss 


ee FAMILIES 


MORE DRUGS! 


They buy more of everything 
for colds and burns, for cuts 
and bruises, for personal hy- 
giene and cleanliness. 


Nai 
' 


... Whey Buy 
MORE CLOTHES! 


They buy more dresses and 
suits, more underwear and 
shirts, more hats and shoes. 


They Guy and Gulld 
MORE HOUSES! 


They buy more furniture, more 
linen and glassware, more house- 
hold equipment of every kind. 


MORE THAN © 


(BB 725,000 circUuLATIO 


exclusively in the biggest-buying © 
ada ‘ 


’ 59 VANDERBILT AVE., NEW YORK 17, N.Y 


tditor—young man to qualify even- 
tually as successor to leading busi- 


HELP WANTED 


ADVERTISING, SALES PROMOTIoy 
MANAGER WITH FASHION BACK. 
GROUND — MAN OR WOMAN 
Needed by nationally-known, mig. 
dle-west, women’s apparel manufag. 
turer. Splendid opportunity for 
creative self-starter who knows 
merchandising to, and through, re, 
tailers, has initiative and experieng 
to write and produce trade and na. 
tional ads, dealer helps, house 4. 
gan, sales-training aids. Salary Open 
Tell us about yourself; include ,; 
few samples of your work and , 

recent snapshot. 
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Somewhere, even today, there’s a copywriter of _ 
real ability who is thinking of a permanent con- 
nection in a congenial agency group where he 
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national advertiser and have free rein for his cre- nt 
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=2\Containers Tight; 


May Ask New Cut 
in Print Paper 


(Continued from Page 1) 


have assurance that no cut will be 
instituted until the end of the 
present quarter, June 30, industry 
advisory committees of the graphic 
arts and publishing groups may be 
asked to take the additional cut 
starting in July. The amount most 
frequently mentioned is 10%. 

Well over 50% of all fiber con- 
tainerboard is used in military 
packaging, and the same ratio 
holds true for wooden boxing and 
crating. As a result of the need 
for substitute shipping containers 
at home, shortages have developed 
in glass, metal, and other types. 

Production of wood pulp, the 
critical material which has caused 
the entire paper and container 
crisis, has held up well during the 
past winter, and some slight im- 
provement has been noted, accord- 
ing to G. G. Otto, director of the 
paperboard division, 

Total receipts from domestic and 
Canadian pulpwood totaled 4,285,- 
000 cords during the first quarter 
of the year, 24% above the same 
quarter of 1943, the low point in 
the production picture. Domestic 
production, amounting to 3,865,000 
cords, was particularly satisfac- 
tory, since it was only slightly less 
than requirements. 


Crisis Seen Ahead 


Despite this encouraging show- 
ing, however, WPB called for new 
efforts, pointing out that new 
Selective Service regulations will 
result in significant losses in man- 
power during the second and third 
quarters of the year. Use of pris- 
oners of war, importation of Cana- 
dian, Caribbean, and South Ameri- 
can labor and more use of farm 
labor was suggested. 

The War Manpower Commis- 
sion, meanwhile, estimated that 
60,000 men would be needed for 
lumber and pulpwood operations 
next autumn if this year’s require- 
ments are to be met. Paul V. Mc- 
Nutt, chairman of the WMC, said 
that the pulp and paper situation 
was critical and that despite cur- 
rent regulations, “the outlook is 
grave.” 

WMC has called on its state and 
regional representatives to cooper- 
ate with industry in recruiting la- 
bor, particularly in switching farm 
labor to the woods after the har- 
vest season closes, and in recruit- 
ing seasonal workers. If these 
steps fail, Mr. McNutt promised, 
manpower will be imported from 
other countries. 


30-POUND NEWSPRINT 
PROVES TOO POPULAR 


Washington, D. C., May 3.— 
merican newspaper publishers 
responded to the opportunity to 
uy 30-pound newsprint from 
their regular Canadian suppliers 
so enthusiastically that WPB to- 
day asked them to scale down 
their orders of the lighter stock 
10% in order to enable the Cana- 
dians to balance their production. 
Under a two-month trial period 
agreement, Canada is attempting 
‘o supply 30-pound newsprint to 
Publishers who want to try the 
lighter stock. OPA has set a ceil- 
‘ng price $4 a ton higher on the 
“Pound paper to cover increased 
Production costs. 

According to terms of the agree- 
ment, Canada will supply slightly 
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n er mod- 
ewspaper-owned local station, 
24 hour wire service. Heart of 
fexthern Wisconsin's dairy, industrial, 
ake region. Looking for industrious 
man presently employed, seeking im- 
Provement and security in permanent 
lob. No floater. Newspaper recog- 
nited as outstandin in industry. 
adio Station established 1930, mem- 
* Wis. network and Mutual. Youn 
Progressive organization. Airmail 


°, experi 
ilernon ence, voice transcription 


Newsman, Station WCLO 
Janesville, Wisc. 


less newsprint during the 60-day 
period, the amount to be deter- 
mined on a sliding scale, accord- 
ing to the percentage of the total 
which consists of 30-pound paper. 
During May, 112,436 tons of regu- 
lar 32-pound stock will be shipped, 
some of it coming from a surplus 
of 17,000 tons which was accumu- 
lated during the first quarter of 
the year. 


WASTE PAPER DRIVE HIT 
619,000 TONS IN MARCH 


New York, May 3.—Waste paper 
collections in March reached 619,- 
000 tons, and not 590,000 tons as 
reported by ADVERTISING AGE on 
May 1. The 590,000-ton figure 
was used by Edwin S. Friendly of 
the New York Sun in his report on 
the U. S. Victory Waste Paper 
Campaign to the American News- 
paper Publishers Association. 

A wire received from Donald M. 


Nelson, WPB chairman, received 
after Mr. Friendly’s report was 
made, said that March collections 
were 619,000 tons, or “within 8% 
of the 667,000 ton goal per month 
which we must gain and hold.” 


Newspaper Radio Group 
of ANPA Is Dissolved 


With newspapers again placed 
on a parity with other applicants 
for radio station licenses, the 
Newspaper Radio Committee of 
the American Newspaper Publish- 
ers Association has been dissolved. 
The committee was formed in 1941 
to combat government efforts to 
divorce newspapers from station 
ownership by means of FCC orders 
79 and 79-A. These orders, re- 
cently retracted, halted the issu- 
ance of station licenses to news- 
papers pending an investigation of 
newspaper ownership. 


Dancer-Fitzgerald 


Names Henry Doyle 


Henry W. Doyle, assistant to the 
president of Libbey-Owens-Ford 
Glass Company, Toledo, O., for the 
past year, has 
joined the New 
York office of 
Dancer-Fitzger- 
ald-Sampie_ in 
an executive 


capacity. 
A native of 
Little Rock, 


Ark., Mr. Doyle 
has had most of 
his business ex- 
perience in 
manfacturing, 
distribution and 
retailing fields in New York. He 


Henry W. Doyle 


was previously associated with 
Owens-Illinois Glass Company, 
Toledo. 


tan 
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End WJJD Strike 


Complying with a War Labor 
Board order issued in Washington, 
D. C., 10 union musicians re- 
turned to their jobs at Station 
WJJD, Chicago, last week, end- 
ing a strike started April 14. The 
men, members of the Chicago 
Federation of Musicians, are em- 
ployed as record turners. Union 
heads had demanded that the sta- 
tion president, Ralph Atlass, hire 
10 additional workers. 


Two Join Rose-Martin 

Vaughn G. Hannington, for- 
merly copy and research director of 
A. W. Lewin Company, Newark, 
has rejoined Rose-Martin, New 
York, as vice-president for busi- 
ness development. George Knoerr, 
production manager of the agency, 
has been promoted to vice-presi- 
dent and art director. 


In a business way, of course. 


Good business, too. You, as 
President of Standard Brands Inc., 
will probably recognize that pronto. 


Good business for Royal Puddings, 
Chase & Sanborn Coffee, and 
Tenderleaf Tea—as well as Stams. 
So leave me not beat about the bush. 
I’ve got a magazine to sell. 


I’matypical Cosmopolitan reader. 
Under 35—married to a swell guy— 
have two young youngsters—and 
I’ve got enough money to spend to 
warrant your careful consideration. 


But young—there’s the thing ! 


Now—I’ll tell you more about how 
young I am, Mr. Adams. 


4 there Jim Adams — ’ 
youl want to know (UE/ 


Adams. You'll discover I’m one of 
your best prospects right now. And 
once I become your customer, I’ll 
stay your customer for years to come. 


The majority of 


I’m young enough to still be form- 
ing brand preferences. Young enough 
so that I’m not an old fuddy-duddy 
when it comes to trying new and 
different products. 


Yep. I’m young enough. And that 
means easy-to-sell enough! 


readers is under 35. And no wonder. 
Cosmopolitan is designed to appeal 
to us young ones. Plenty of good fic- 
tion. By fine writers. Why, I’ve read 
many a best-seller in Cosmopolitan 
long before it became a best-seller. 
And I get a great kick out of that. 


So get to know me better, Mr. 


[/osmopolitan 


GREAT WRITING MAKES GREAT READING! 


Pl-enty of us under-35's! 


I can be a tidy little sales-builder- 
upper for you. And sales retainer. 


So try me and see. 


us Cosmopolitan 


Cosmopolitan Readers are YOUNG! 


Cosmopolitan is where 
you'll find that 
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Witherspoon Named 


Charles S. Witherspoon, formerly 
deputy area rent collector of the 
OPA, has been appointed sales 
manager of the Kelvinator division 
of Nash-Kelvinator Corporation, 
Detroit. 


Meyers to Honolulu 


Fred Meyers, formerly space 


buyer with Batten, Barton, Dur- 
stine & Osborn, San Francisco, has 
been appointed national advertis- 
ing manager of the Honolulu Star- 
Bulletin. 


STREETCARS! 
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STREET CAR & BUS ADVERTISING * MINNEAPOLIS, MINN. 


MINNEAPOLIS ~~ 


ST. PAUL « 
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U. S. Steel to Move 
Into Prefabricated 
Housing Field 


(Continued from Page 1) 
interest in the Gunnison Housing 
Corporation, New Albany, Ind., it 
was disclosed yesterday by Ben- 
jamin F. Fairless, president of the 
former. 

Foster Gunnison, founder and 
principal stockholder of the Gun- 
nison company, will continue in 
charge of its affairs. A pioneer in 
prefabrication, he has spent many 
years in perfecting homes of this 
type, ranging in price from $2,800 
to $5,000. The company is a lead- 
ing manufacturer of these homes 
and other types of small buildings, 
which were merchandised through 
a coast-to-coast dealer organiza- 
tion before the war. 

Negotiations have been in prog- 
ress for some time and formal con- 


tracts were signed yesterday. The 
purpose of the acquisition, Mr. 
Fairless said, is to provide U. S. 
Steel with research facilities and 
the experience of an established 
organization serving prefabricated 
home buyers. 

“One of the best means of meet- 
ing the large postwar demand for 
homes for people of modest means 
will be through application of 
mass production methods in the 
prefabricated housing field,” Mr. 
Fairless explained. “U. S. Steel 
believes that steel will make an 
important contribution wherever it 
meets the requirements of design, 
utility and cost.” 

He predicted that prefabricated 
home building will become one of 
the nation’s most active industries 
in the postwar period and should 
aid substantially in providing em- 
ployment. 


Past Investments Heavy 


Although Mr. Fairless did not 
reveal details of the amount in- 
vested and to be contributed to 
prefabricated housing by his com- 
pany, U. Steel Corporation’s 
past expenditures on development 
in this field are believed to have 
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SOLID CINCINNATI 


Solid Cincinnati is a city that pays off regularly on your ad- 
vertising investment. It’s not a boom town that will go “boom.” 
Basic industries, broadly diversified, give it a solid backlog of 
buying power in wartime as well as peacetime. 


And the way to get your share of the money that’s spent 
regularly in Cincinnati is through the pages of The Cincinnati 
Enquirer, the paper that’s at home in Cincinnati... solid, 
thoughtful, informative, accepted. Get on a solid footing now 
with this market that doesn’t skip dividends. Concentrate your 
advertising in The Cincinnati Enquirer, using larger space, 
more frequent insertions.* 


SOLID CINCINNAT/ READS 


The Cincinnati 


Enouirer 


*The Enquirer has the lowest milline 


For over 100 years, edited for the thinking, doing, 
earning, solid citizens of America’s most solid market! 


rate 


in Cincinnati (5000 lines and upwards.) 
The largest home-delivered circulation. 
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THREE MEN in a TUR! 


THEY'RE YOUR olf irvends and servants — 
the’ Railroad — the Telephone — and the 


help and less material than ever betore 


Do these things sound important’ Your 
perience and co-operation will help us tw de 


reences and curtatied service in Transporta 
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NO JOKE—The laundry—tike the rail. 
road and the telephone—has its war. 
time troubles. To create greater pub.—. 
lic understanding, the New Jersey —. 
Laundryowners Association has launched i}; 
a series of 80 and 90-inch ads to ap. 
pear weekly in key papers throughout 
the state. Ecoff & James, Philadelphia 
is the agency. 


usiness, 
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been quite substantial, 
well into seven figures. 
Through its subsidiary, Ten, 
nessee Coal, Iron and Railroa 
Company, U. S. Steel delved some 
what into prefabricated housing 
before the war, when it develope 
simple panel-built steel houses 
largely suitable for farming con- 
munities. After the war starte 
this enterprise turned to the build 
ing of barracks and other housing 
for the armed services. Gunniso 
also has confined its entire outpul 
to the military and housing for e 
sential war workers. 

Other steel companies, notabl 
Bethlehem, American Rolling Mi 
Great Lakes Steel, subsidiary 0 
National Steel Corporation, ani 
others, have moved into the fieli 
of prefabricated housing. At oné 
time Republic Steel Corporation 
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Enters New Field 


At the same time Mr. Fairless 
was making his announcement 
Theodore H. Barth, president o 
Carl L. Norden Company, producet 
of the famous Norden bombsight. 
disclosed that Norden would enter 
the non-military field after th 
war for the first time in its 3 
years of existence. He also dis 
closed the formation of the Norden 
Laboratories Corporation, wit 
Carl L. Norden, the scientist and 
inventor of the precision bomb 
right, as president and himself 4 
vice-president and treasurer. 
The new firm will serve as thé 
development and research com 
pany of the parent organizatiot 
and will confine its activities # 
military projects until the war? 
over. However, said Mr. Barth, 
number of projects under develop 
ment by the laboratories will hav 
commercial application in postwa 
aviation and other fields. 


PUAA to Convene 


_ Although the AFA has cancelle 
its annual meeting during 
same week, the Public Utilitie 
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Advertising Association has @ ll res 
cided to go ahead with plans tp'lons 
hold its second wartime conferg The 


dicate 
ve a 
getti 
hind 
id, 


ence in Chieago, June 6-8, at 
Palmer House. Particular emphé 
sis will be placed upon postwa 
planning at the sessions. 
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THIS IS YOUR MAN! 


A Good News Writer — Reporter 
Available Immediately for 


a Good Publisher: : 
ame 


Newspaper... Magazine . . . Tradegrk ( 
Paper; 30; Married; Honorable Dir #Pngs 
charge U. S. Army. Three Yeat™Day, 


OMmot 
ong 
Most 
D Ag 


Weekly Newspaper and Trade Pap# 
Experience; Willing to Travel; Salat 
Secondary. Can Speak and Writ® 
Fluently: French, Turkish. 

Box 4784, Advertising Age 
330 W. 42nd St., New York 18, N.% 
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Public Ready for 
) teadership of 
business, ANA Told 


(Continued from Page 2) 

—_ orrow, people will want to know 
e conditions under which prod- 
cts are made. They will want to 
mow more about management and 


= 


“==.  fipout corporations as a whole.” 
al Asks Realistic Decisions 
a Leo Nejelski, American Home 


oducts Corporation, described 
sur factors who are striving to 
ontrol the masses: The man of 
usiness, the propagandist, the 
Bolitician, and the soldier. ; 
Instead of apologizing for being 
business, he emphasized, busi- 
ess men should point out vigor- 
usly that “without free private 
nterprise there can be no democ- 
acy. Making the business system 
ork becomes a moral responsi- 
jlity. But business should func- 
on in the public as well as the 
rivate interest.” 
Mr. Nejelski urged “realistic 
ecisions” by Management in pub- 
c relations programs, based on 
udy of the facts. This work 
ould be a “two-way activity, 
om business to the public and 
om the public to business. Busi- 
ess must prove that free enter- 
ved some#hice can serve the people better. 
| housingfyis system will continue to be on 
develope#fia] until it has proved itself.” 


1 houses 
ling a Study Admen’s Functions 


ir startei Albert E. Haase, Vick Chemical 
the buili##ompany, chairman of a recently- 
Tr housingiypointed ANA committee on the 
Gunnisoifidvertising department’s relation 


e the rail. 
s its war. 
pater pub. 
ww Jersey 
s launched 
ids to ap. 
throughout 
iladelphia 


running 


ire outpull management, introduced Mar-|, 


ng for esfin Bower of McKinsey & Co., 
hanagement consultant which is 
3, notablfhaking a case-history study of ad- 
lling Millfertising department organization. 
sidiary (“The advertising department 
tion, anifructure,” Mr. Bower said, “must 
) the fiele built into the top management 
. At on many businesses. The respon- 
orporatio—fbilities of the individual con- 
yned worlrned must be fixed.” These to- 
ny often include “product de- 
a lopment, in which the adver- 
sing department can show the 
r. Fairlesgjeeds of the market; facilitating 
uncementgroduct distribution, and employe 
esident ofplations.” 
, produce This department, in fact, he ex- 
>ombsight#ained, should help business gain 
ould entemvor, not only with employes, but 
after the@ith customers and prospects, dis- 
in its BPibutors, suppliers, stockholders, 
also dis#md the general public. A “two- 
he Nordefay flow” should be established 
ion, witilth each of these groups. “We 
entist ang@pust know what each of these 
on bomb@oups is thinking.” 
— “Information Channels Needed 
rve as th The 13,000,000 stockholders of 
rch com@™erican businesses, for example, 
-ganizatioge Sid, now have no way of com- 
tivities t@Unicating their interests and de- 
the wari@™®S) to management, adding 
r. Barth, @USiness must either adjust it- 
1 develope to these different groups or 
; will have plain Ne the adjustment can- 
. stwa i) ma e,”” 
‘% * In addition to case studies of 
¢ presentative companies and of 
€ functions of the advertising 
> partment in them, Mr. Bower 
s cancellegptted out, the program will em- 
uring thggece a broader investigation of 
c Utilitieg#® functions of advertising. It 
1 has degf result in “concrete recommen- 
h plans Pons to top management.” 
ne conferg The evidence already at hand 
6-8, at th@@lcates that advertising does 
lar emphe@Ye &@ broader job to do—the job 
mn postwig Setting public opinion squarely 
s. hind American business,” he 


Case Histories Presented 


MAN! #Executives of several large com- 
ey gave case histories on 
Reporter Bhat advertising departments are 


ly for 


r: 


ing today to build for tomor- 


ameron Hawley, Armstrong 
. .. TedeB#tk Company, told’ some of the 
rable DikMNgs his firm jis “planning for 
hree Yess@Day.” A recent study of sales 
rade Pap‘@PMotion material used by Arm- 
avel; Salen°Ng Cork in 1940 showed that 
and Writ@Most 100% has to be done 
a. and the re-doing of all of 
might take a year. This ma- 
- has been divided into time 

Ups, ranging from “immediate” 
one year or more, and priorities 


r? eee =| rs 


established for each group. 
This company has begun “actual 
creative work on jobs that must 
be done quickly”; the management 
has been informed of what extra 
money may be needed, and Arm- 
strong’s postwar advertising bud- 
get has been approved by the 
board of directors. Additional ad- 
vertising personnel has been 
hired, and plans made to switch 
writers, artists and others from 
war to peacetime work. The ad- 
vertising agency—Batten, Barton, 
Durstine & Osborn—is ready for 
peacetime action. 
L. A. Clark, Frigidaire division 
of General Motors, told how 
Frigidaire’s war advertising cam- 
paign, on refrigerator and food 
conservation, had stimulated re- 
quests for 6,750,000 wartime sug- 
gestion booklets. 

Carl H. W. Ruprecht, Under- 
wood Elliott Fisher Company, 


suggested that advertising manag- 
ers travel to Latin America to 
learn at first hand the require- 
ments of dealers there. Charles J. 
Coward, Nash-Kelvinator Cor- 
poration, pointed out that, in re- 
training war veterans for sales 
positions, industry could learn 
from the methods employed by the 
Army and Navy—which, among 
other things, employ humor and 
satire to drive home their points. 
Charles Solomon, American 
Safety Razor Corporation, dis- 
cussed “making present-day PX’s 
a proving ground for the future.” 
He outlined his company’s work in 
helping officers of the Army post 
exchanges to departmentalize their 
stores, and making sure that its 
razors were sold in them. 
Introducing a skit, “What the 
Farmer Thinks of Business,” A. C. 
Seyfarth, International Harvester 
Company, chairman of the ANA 


agriculture committee, emphasized 
that many farmers exaggerate the 
wartime profits of business. He 
added, however, that “three- 
fourths of all farmers believe that 
private enterprise can do a better 
job of management than can gov- 
ernment,” and he urged advertis- 
ers to run campaigns in farm 
papers, rural newspapers and on 
radio stations reaching them to tell 
the story of business to them. 


Sees Rising Demands 


In a panel discussion of “the 
coming pattern of marketing and 
distribution,” Paul H. Nystrom, 
professor of marketing, Columbia 
University, said that in addition 
to the current changes in popula- 
tion of sections and communities, 
“the recent rise in birth rate is 
significant to marketing.” 

During the last two years this 


59 


rose from a normal rate of 17 per 
thousand per year to 22 or 23 per 
thousand. This increase, of more 
than 30%, “is already exerting un- 
usual effects on demand. The de- 
mands at present are for all types 
of infants’ goods.” Later the kin- 
dergartens, grade schools and high 
schools will be crowded. “In 20 
or 30 years from now there will be 
a high tide of demand for new 
homes and all that goes with 
them,” he predicted. 

On the basis of a postwar na- 
tional income of $135,000,000,000, 
which the Committee for Economic 
Development has estimated as a 
“must” minimum, Dr. Nystrom 
showed that retail sales—which 
for years absorbed 58% of the na- 
tional income—would have to rise 
to $75,000,000,000. “This means 
per capita sales of nearly $600 a 
year, as against only $320 in 1939.” 


YOU MUST HAVE A 


STRONG 


SIGNAL* 


That is, if you want your message to be heard clearly, 
distinctly, and dependably everywhere in your 
primary marketing area. Anyone in Baltimore will 
tell you that WFBR comes in remarkably clear and 
sharp. It’s another WFBR advantage! 


When you buy WFBR, you can be sure that your 
advertising message will be heard strong and clear 
(at least 5 millivolt strength) in the homes of over a 
million people in Baltimore and vicinity! 


We call it W FB R’s top coverage area! 


But there are also hundreds of thousands of additional 


, @ 2i 4 


people in the rich Maryland trading area that can 


also clearly hear WFBR’s signal (at least 4% millivolt 
strength in an area of 2,945 square miles). 


Another reason why you can depend on WFBR’s 
signal, is that the station’s antenna towers are an- 
chored in Baltimore’s salt water harbor. This largely 
contributes to the dependability of WFBR’s signa: 
throughout the primary coverage area. 


You cannot overlook this important signal factor in 
making your radio plans in Baltimore. When you 
buy W FBR, you can always depend on it’s signal! 


* ANOTHER GOOD REASON WHY WEB R IS YOUR BEST BALTIMORE BUY! 


RADIO CENTRE, BALTIMORE-2, MARYLAND © NATIONAL REPRESENTATIVE: JOHN BLAIR & CO, 
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Chicago advertising 


on talent annually for 
NBC network shows 
carried by WMAQ! 
* 


Almost as much as 


combined ! 


” 


Talent is basic for 
a good show...NBC 
tops them all! 


WMAQ 


% According to thou- 
sands of replies from 
our recent survey. 


agencies spend $2,308,800 


the other three networks 


CHICAGO They all tune to the 


National Broadcasting Company 


$4,799,600 is spent annually on talent for the 
43 network shows controlled by Chicago’s 
advertising fraternity. For NBC shows car- 
ried by WMAQ, they spend $2,308,800— 
half of the total amount. 

Top shows are expensive. They require the 
best actors, the cleverest comedians, and the 
finest musicians to hold the interest, tickle 
the funnybone and please the ear of the radio 
listeners. NBC shows do just that—and 
that’s why 42%* of the radio audience in the 
Chicago area listens most to WMAQ. 

Enjoy the tremendous listening audience 
built by NBC’s top shows. Make profitable 
sales in America’s second largest market, 
Chicago. Astute advertisers are placing their 
local and spot campaigns on WMAQ where 
money talks .. . and people listen. 


It’s a National Habit 


A Service of Radio 


Townsend Rides 
Again! He's Off 
on Copy Crusade 


27-Pointer Tilts 
Lance at DeSoto 
and Claims Victory 


(Pictures on Page 63) 


Chicago, May 4.—Wiil Town- 
send, disciple of the 27 points of 
advertising evaluation, whose un- 
conventional sales strategy set the 
advertising world on its ear in the 
dolorous ’30’s, is off on another 
spree of sticking large and very 
pointed pins in the seats of adver- 
tising practitioners. 

The small, aging, innocuous- 
looking resident of Panacea, Fla., 
is a determined man, with a one- 
track mind, and he is currently 
speeding down the track with the 
throttle wide open. 

Mr. Townsend believes—and let 
him who will dispute him — that 
(a) the one big need of the post- 
war world will be jobs; (b) ad- 
vertising is the best possible job- 
creating weapon; (c) advertising 
isn’t as good as it should be; 
and (d) the Townsend system 
of advertising evaluation can 
make it better. He admits, gen- 
erously, that the Townsend sys- 
tem may not be perfect and con- 
tains nothing essentially new, but 
he likewise insists that it is so 
far better than nothing that it 
ought to be used until and unless a 
better system is developed. 


Contracts Pour In 


Mr. Townsend says he is not in- 
terested in financial returns from 
his system, and that he turned to 
circus sales methods and the col- 
lection of enormous fees because 
he couldn’t convince anybody of 
the value of his ideas when he 
tried to give them away; but he 
also avers, quite cheerfully, that a 
recent ad in ADVERTISING AGE has 
already resulted in 28 contracts for 
his method at a fee of $1,500 each. 
But, money or no money, the Pan- 
acea philosopher insists that ad- 
vertising can be better, that he is 
on a determined one-man crusade 
to make it so, and that, in at least 
one case, his efforts have already 
borne magnificent fruit. 

The case he cites is that of De- 
Soto. 

Leafing through a copy of the 
Nov. 13, 1943 issue of Collier’s, Mr. 
Townsend set unhappy eyes on a 
DeSoto war advertisement which 
he thought was terrible. Pulling 
out a 27-point score sheet, he 
ranked the ad according to the 
Townsend technique of evaluation. 
Then he dispatched this charm- 
ingly undiplomatic letter to Byron 
C. Foy, president of DeSoto: 
Dear Mr. Foy: 

If the fighting equipment you are 
sending to the front is no better 


Corporation of America 


than the attached advertisement, 
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Advertising Age, May 8, iy 


then I say God help our song On: 
firing line. 

Seventeen of the vital wom 
parts are left out of this advert 
ment, 

If you and your agency can @ 
of no better way to use 3,400 
pages of good, white paper, Tg 


body who can utilize it to makey 
I express the opinion that just, 
cause you have the money ang 
power, these do not justify » 
waste. 


Townsend Tells How 


Mr. Foy did not answer; by; 
agency did, and invited comm 
So the non-diplomatic Towns 
went to town, in four pages j 
this: 
You asked for it buddy—go yy 
it is. Here are the answers to y 
DeSoto advertising problems, wy 
—to be exact—are just two. One 
you and one for them. 

Yours is this—How to keep yj 
ings up while you have noth 
tangible to sell. 

DeSoto’s is this—How to be 
membered with good will, whj 
they help to win the war and 
taxes... 

Let’s start with the “what's 
matter,” and then take up hoy 
fix it. 

Well, the basic defect is that 
and Byron Foy are playing “py 
dollies.” 

Maybe you are new with y 
agency. Maybe you don’t knowt 
the founders of your agency swey 
their stuff out in mail order 
learned to make advertising pay 
by working at it. Maybe you 4 
know that in your files are alj 
facts you need. That your age 
stands for pay dirt—not p 
dollies. You are playing with 
of the great names of advertisiy 
you are tearing down what th 
guys built up through years 
sweat and blood and good hard w 
—the American way. And I sug 
you quit it and get down toe 
This ain’t France and you ain't go 
fishing. 

Benefits Stressed 


You are cooperating to make i 
great names ridiculous in thee 
of people who know advertising 
its power to do good. And that hi 
advertising in Washington and é 
where—it damages DeSoto’s g 
will and it puts your agency in 
dilletante class. Where it do 
belong. . 

Yeah! I know your problem 
client. If it weren’t for the cll 
you would have a nice pleasant b 
ness. You've got to give themw 
they like. I’m not cussing 
them—I’m just suggesting to B.} 
that he get off his foot, and ch 
his pride with the hat girl outs 
and get down to brass tacks 
the good, white paper he is us 
and the man and woman-houls} 
guys are throwing overboard... 
You know that people only 
member to benefit. And that pe 
hate a braggart. And just bec 
you dress it up with beautiful col 
and pretty pictures and call it 
vertising—it still stinks. 
There are two kinds of memo 
the good and the bad. . . You 
and Foy should know that the ° 
advertising that pays and pays 
pays—the only kind that makes ® 
remember you with good will is 
kind that benefits them. That s 
and serves and serves. .. 


Poor Connotations 


Meaning what? Just this: Y¢ 
NAME stuff unassociated wil 
strong benefit is already gone. 
lingering in the minds of mill 
lies the subconscious attitude ¢ 
“braggarts—war contracts—) 
money. My boy’s blood—big— 
rich— DeSoto—tanks—guns—8? 
war—DeSoto brags about helpinf 
win. I don’t. I work in grease 
night day sweat struggle my 
fights $50 DeSoto big rich nut 
DeSoto.” 

Well, that’s “what’s the ma 
with it.” It’s the old blow-hard 
me, me, me stuff. Me—big ® 
wonderful, patriotic—please re 
ber me. All for you and— 

Just nine words for them. 

I mean in your advertiseme™ 
Collier’s Nov. 13 under the if 
headline, “Just a Touch of De 

In the little box at the right 
and B. Foy went overboard an@! 
cated nine teeny, weeny wo 
the guys on whom DeSoto’s bus 
depends. You got big and ge#é 
and you said, “It means full P™ 
tion for your wartime transport 
needs.” 


A Matter of Reversal 


I know you are two just 48° 
guys as there are. I know you 
are busy and you are hitting 
big licks—licks that really 
And I know that you want © 
it. .. So—here is my suggest? 

Just reverse the order on 
Just put nine little words a 
bottom of the ad for you, < 
And use all the balance for 
your customers and prospects. 

To be specific, I suggest th® 


gest that you stay out of the mul 
zine and leave this space for ggamm 
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ByTeRS FIELD—Swift & Co. has 
sunched a test for its entry in the 


mt i nat extract field—Swiftee—with news- 
lems ‘a paper copy and radio in eastern and 
WO. Onedinidwestern cities. McCann-Erickson, 


hicago, has been named to conduct 
> keep yj the trial. 


Ve noth 


rn these pages over to your serv- 
e department, consult your engi- 
eers, use their good brains, ability 
d experience to write down on 
hese pages information under such 
eadlines as— 
ow to Get More Mileage, Longer 
Life and Greater Service Out 

of the DeSoto You Own 
And then under this headline tell 
em specifically how to do it. Thus 
ou serve them and then they re- 
hember you and like you. 
- order @ And when you have used enough 
sing paygpace for this purpose, enough to 
ye you dive real information to the millions 
are aljqho need it, and to send them to 
your ageq@our dealers so that they can stay 
—not pgp business and be ready to sell your 
gz with @ers when the war is over—after 
dvertisigggou have done a 100% thorough job 
what th f this, then— 
h years I suggest that you use the bal- 
d hard wamnce of your appropriation as Phil 
nd I sug lrigley uses his. Call up the guys 
vn to ag Washington whose job it is to get 


r to be 
vill, wh 
ar and 


“what's 
up how 


is that) 
ying “Da 


with y 
t know t 
ncy swea 


u ain't gigeest action on the home front and|° 


k them just exactly how you can 


ed elp with your advertising. 

When you put what you know, 
o make tnd what your agency knows, and 
in the @Phat Byron Foy knows and his en- 
ertising @ineering people know against this 
d that hind of advertising—then you re- 
on and Mctablish the great names of DeSoto 
‘Soto's Mind your agency. And moreover, you 
‘ency inf@frovide leadership for many other 
2 it dom@rominent and patriotic advertisers 


nd agencies who are now, too, 
roblem—@oughtlessly wasting, wasting, 
r the cliffasting man-hours. Even wasting 
easant bilives, 
> them w 
cussing 
ig to B.} 
, and ch 


With Love and Kisses 


Well, the correspondence went 
n for a while, and then stopped. 


ts i 
i But in March of this year a copy 
ne is uifet Life fell into Mr. Townsend’s 
n-hours Wands, with a DeSoto ad that 
ard... Beemed to be Townsend-inspired, 
le only Bnd in April magazines the copy 
a ontinued. So crusader Townsend 
utiful tote another letter, again ad- 

call it @ressed to Mr. Foy: 

Few men are big enough to take 
if memormonstructive criticism. My hat is off 
. You k° you. From all I have been able 
nat the @° find out, the attached advertise- 
1d pays @eent is very much on the beam. 
makes t4@ Under separate registered cover I 
| will is@end you my “Methods,” document 
That seg@eo. 332. In it you will find all that 
P y 20 years of research have been 

ble to pin down and tag: “Solid— 
= ependable.” 
this: Y@ Phil Wrigley, Donald Douglas, Lee 
‘ted witristol and people like that have 
y gone. aid $40,000 — $60,000 —and up to 
of mill@§92,000 for these facts. I send them 
ttitude @ you with love and kisses, and as 
1cts—bam token of my appreciation for the 
—big—bifigness of you. 
uns—gu@™ | wish there were more such, It 


t helping@ould mean many, many, many more 


. grease @P>s for them to come home to. 
gle my @ Crusader Townsend has tucked 
ich nul@he scalp under his belt and is 


tady to carry on, let the roars and 
€ protests be what they will. 


ears to Go on Air 


the mat 
ow-hard 
—big ® 
pase rem 


a Sears, Roebuck & Co. will spon- 
rtisemetg® Everett Mitchell’s “Town and 
the im@iérm” program over Station 
of D@NMAQ, Chicago, for 52 weeks, 
ae ee farting May 15, and “Sears Cross 
rd wore’ Quiz” over Station WFIL, 
ys puiglladelphia, for 26 weeks, start- 
na gen™@eS May 11. Roche, Williams & 
full pram"nyngham, Chicago, will handle 
anspor™me former program and LaBrum 
Hanson, Philadelphia, will di- 
ersalt ft the latter. 
ust as® 
sw yoo@'teher to Meermans 
a Arthur H. Dreher, formerly in 


want © 2dvertising department of Per- 
egestia Fction Stove Company, Cleveland, 
, on thi 8nd previously with the Cleve- 
ords #"@ office of McCann-Erickson, 
you, “A Joined the staff of Meermans, 


e for “Me., Clevela 
spect. f° nd agency. 


est that 


FIC Sets Aside 
Complaint Against 
Listerine Claims 


(Continued from Page 1) 
Commissioner W. A. Ayres, who, 
referring to the fact that Lambert 
produced 74 of the 102 witnesses, 
commented that “it might seem 
that the respondent has smothered 
the charges of the complaint by 
sheer weight of numbers.” 
Commissioner Ayres insisted 
that the majority had made “an 
improper disposition of the mat- 
ter,” since “the courts would con- 
sider the case was closed.” “In my 
own opinion,” Commissioner Ayres 
said, “dismissal without prejudice 
is meaningless. If it is the opinion 
of the majority of the commission- 
ers that the charges in the com- 
plaint have not been sustained, 
final disposition of the matter 
should be made, or if there is any 


feeling that additional testimony is 
necessary to permit a final adjudi- 
cation, the case should be reopened 
for that purpose.” 

Hearings had centered about 
three Listerine advertising claims: 
That dandruff was caused by “an 
infectious germ” which Listerine 
will kill; that Listerine effectively 
prevents colds and sore throats, 
and kills all mouth or throat 
germs; that Listerine halts food 
fermentation which causes halito- 
sis and bad breath. 

Asserting that “weighing of the 
evidence promptly discloses the 
weakness of the testimony intro- 
duced by the respondent,” Com- 
missioner Ayres, in his dissent, in- 
sisted that there was “a careful 
and deliberate” attempt to circum- 
vent the provisions of a stipulation 
which Lambert had signed with 
the Commission in July, 1939. 
Much of the dissent was based on 
advertising claims which Lambert 
had used prior to the stipulation 
but which the Commission major- 
ity did not consider, since they had 
been discontinued by the time the 
complaint was issued in August, 
1940. 

Commissioner Ayres also insisted 


that in dismissing the complaint, 
the Commission had in effect set- 
aside the stipulation, because the 
practices involved in the stipula- 
tion had been incorporated into the 
later action. 

John L. Johnston, president of 
Lambert Pharmacal Company, 
called the FTC action “a thor- 
oughly impartial and judicial con- 
sideration of the evidence,” and 
said that the company has been 
afforded “full opportunity to sub- 
mit the results of 60 years’ experi- 
ence and research.” 

“We will continue our vigilant 
policy of truth in advertising and 
will cooperate with the Commis- 
sion in its function of keeping ad- 
vertising accurate,” he said. 


Gets Sonovox Rights 


The Pacific Coast Advertising 
Company, San Francisco, first 
West Coast agency to obtain Sono- 
vox rights on a coast-wide basis, 
is now employing the device in 
spot announcements for two of its 
clients, Langendorf bread and Dr. 
Penland’s vitamin B, wheat bread, 
on radio stations in every major 
Pacific Coast market. 
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‘Public Relations News’ 
to Be Issued Weekly 


“Public Relations News,” first 
weekly newsletter devoted entirely 
to reporting and interpreting news 
in the field of public relations and 
publicity, has been announced by 
Griswold News Service, New 
York. Principal offices will be at 
299 Madison Ave., New York 17, 
with branches and editors in Chi- 
cago and Washington and in im- 
portant industrial centers. 

Glenn Griswold, formerly vice- 
president of McGraw-Hill Pub- 
lishing Company and Fox Film 
Corporation, will be editor of the 
new publication. Denny Griswold 
will be managing editor. 


Displaymen to Meet 


The International Association of 
Displaymen, in cooperation with the 
Chicago Display Club, will hold an 
educational conference, June 21- 
23, in the Morrison Hotel, Chicago. 
At the same time the National As- 
sociation of Display Industries will 
conduct its Chicago Market Week, 
and on Thursday evening, June 22, 
it will entertain IAD members. 


a 


Have you a copy of the ATF Red Book 
of Types? If not, send for one on your 
letterhead. Also, single page showings 
including complete alphabets of the 
following and other ATF type faces. 


HUXLEY VERTICAL 
Lydian Cursive 
BALLOON EXTRA BOLD 
Baskerville Roman 
Spartan Medium 


This advertisement is set in Garamond, Garamond 
Bold, and Spartan Black. 


“Expressiveness 


/ 


Maw companies find strong advertising value in books 
that identify private enterprise with national development. Two ex- 
amples are shown, both designed and printed by Wm.E.Rudge’s Sons. 


The New York Trust Company for years has used the Statue of Liberty 
as its symbol. So this story of the creation of the famous monument 
is keyed to both popular interest and effective promotion. For cover 
and title page, ATF Garamond was chosen to express the nobility, 
simplicity, and beauty of the subject. 


In “The Colorful Years,” Devoe & Raynolds Co. tells the tale of its 
life in terms of the growth of this country. No finer selection of types 
could be found than the ATF Caslon 471 used for the background of 
the cover, and Bulmer Roman for the title plate. 


Works of such permanent character demand presentation in types 
as sound in design as they are rich in expressiveness. For “bookver- 


tising,” ATF types offer designers the widest possible range of 
distinguished and distinctive faces. 


ELIZABETH B-: 


American Type Founders 


200 ELMORA AVENUE - 


NEW JERSEY 
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Boston’s 
Only ALL-DAY 


Newspaper... 


...1s the only Boston newspaper bringing 
its readers the world-wide reports of SEVEN 
great news-gathering agencies: Associated 


Press, United Press, Chicago Daily News 


Foreign Service, North American News- 
paper Alliance, Chicago Sun Foreign Ay 
Service, Overseas News Agency, N. Y. 


Herald-Tribune News Service. 


— 


* All comics, editorials, columns, cartoons and other features appear in A.M. GLoBE and in P.M. Giose. Result: 
Your advertising is read by two different but equally responsive groups — one in the morning; one in the evening 
... practically no. duplication. 


The Boston Globe 


MORNING +: EVENING + SUNDAY 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


me 


OMAHA OFFICERS TAKE OVER—At the annual election of the Omaha Ad- 

ertising Club April 18 were these principals (left to right): Joseph L. Zwei- 

back, Omaha World-Herald, program chairman; Paul G. Beach, display man- 

ger, Union Pacific Railroad, president-elect who received the gavel from 

etiring president Vernon H. Smith, advertising manager, World-Herald; Harry 

umphtey, Field-Hamilton-Smith Paper Company, vice-president; and Floyd F. 
Mellen, World-Herald, secretary-treasurer. 


FOR RETAILERS—A three-color win- 
dow card is being offered stores by 
Trimz Co., Chicago, to introduce its 
new ready-pasted Applikays for walls. 
A package of the multi-colored cut- 
out decorations can be inserted when 
the card is put up on display. Mac- 
Farland, Aveyard & Co., Chicago, is the 
agency that is in charge of handling 
the account. 


TION K PACKAGE REDESIGNED—As soon as the new packaging program 
gets under way, combat troops will be receiving K rations in new packages, 
ach readily distinguishable from the other by design and color of the paper 
overing. The breakfast unit is printed in brown, dinner in blue and supper in 
green. An old carton, with black fie on olive-drab background, is shown at 

the bottom. 


AJap bayonet put him out of the fight 
— but not for long! 


Let's do more in ‘44! 


STILL AT HELM—Recently reelected 
officers of the Automotive Advertisers 
Council include, left to right: Carl B. 
Dietrich, advertising manager, Wagner 
Electric Corp., St. Louis, secretary- 
treasurer; Russ W. Case Jr., advertis- 
ing manager, Thermoid Co., Trenton, 
N. J., president; and T. Faxon Hall, 
sales promotion manager, Walker Mfg. 
Co., Racine, Wis., vice-president of 
the council. 


RIBUTE TO VETERANS—How discharged service veterans have joined the 
mértime production line will be told dramatically in a new Packard Motor Car 
%. series soon to appear in national magazines. Young & Rubicam is the 
agency. (Story on Pace !0.) 


= ee 
rr 


E OF De Soto look fondly on 

these Bofors cannon as they take 
up their action positions overseas. 
Every time they open up on the enemy 
we are cheering for them. We help 
to make them. 


We've been doing quite a lot of 
cheering lately. Perhaps you, too, have 
read about the exploits of the great 
B-26 Marauder bombers — over Sicily 
and Italy and a lot of other places. 
When we read these stirring stories, 


we glory in them, for we help make 
Marauder bombers, too. 


Our other family pride concerns the 
stalwart General Sherman tanks. They've 
told their own fighting story many times, 
and Rommel told it too—back home 
among the hoys in Berlin. We help 
make the General Sherman tanks. 

Yes, these are among today’s De Soto 
jobs that help to clinch Allied success 
at the fighting fronts throughout the 
world. How proud we are of them! 


DESOTO DIVISION OF CHRYSLER CORPORATION 


oe 


eo ‘ 
Internatvonal News Photo 


ice and parts supply. tt means full protec- 
ton for your wartime traasportation aceds. 


DESOTO WAR PRODUCTION includes the pre- 
chsom building of airplane wing sections — bomber 

wore and center sections — vital assemblie: 
for anti-aircraft gues aud General Sherman 
r — and a wide variety of sprital manufacturins 
services to a large portom of Amernan war industry. 


. oc - 
War Bends — Your Personal tavestment in Victory 


TUNE IN ON MAIOR BOWES, EVERY THURSDAY, 9.00 1O 990 7 M, EASTON WAR Time 


THROWING THE SWITCH—27-Pointer W. S. Townsend chasesiatead the 


1943 DeSoto magazine ad above as a waste of space in a letter to Byron Foy, 


DeSoto president. 


3 
a 
- 
War workers EH. Krug and his prety daughter Dolores 
have an carly morning breakiast before driving to work, 


Krug is fectory manager of « big Deerot war pleat. 


Krag lives in Centerline, Mich, 15 miles sway. In carly 
morning darkoess, he and hiv daugheer leave at 6 45.6.m. 
The De Soto is thet only mesas of wansporsuce 


Day of aight emergency calls, demanding Krug s im 
mediate reture 08 8 MOMED!s HOtKe, FeEQuire instant 
and wofesag Here, Krug 1s returning 
to the big wer pleot ot Sam. 


Tere are half a million of these 
fine De Soto cars registered and running 
in the United States. Many thousands of 
them have joined the essential work of 
the war and, in that role, are performing 
with distinction. Not only is their per- 
formance reliable, but their great economy 


of tires, gas and upkeep expense makes 


Pulling up for bis ration of gas, Krug chats with me 
attendant who haves Krug s ethient and economical 
cat typecal of many other De Sotos which be services 


Like other De Soto owners, Krug services bes car often. 
“This is my tenth DeSoto,” says Krug “I keep it rum 
ning smooth with trequeat desler inspections” 


DESOTO DIVISION OF CHRYSLER CORPORATION 
TUNE 16 ON MAIOH BOWES, EVERY THUESDAY, ©.06 TO 20 7. mw. EASTEON Wal Time 


Gannett Newspapers. 


The recent ad, below, which he believes resulted largely 
from his brash criticism of the former copy line, he says is very much on the 
beam. (Story on Page 60.) 


them well suited for the exacting, and 
often strenuous, jobs required of them. 


. . 
This quick picture story has been selected 
at random from thousands of similar 
ones. The pride and confidence of this 
De Soto owner are typical, and the work 
done by him and his car is a genuine ex- 
ample of wartime service to the Nation. 


Dey breaks as he passes busy Deeroie City Airport. 
Krug has drwen s quarter of s millioe miles ie De Soros. 
“They sever foil,” says Krug 


mecessary Frequent dealer saspections are your 
best tosureace for a smooth sad efbceat car. 


. 
DESOTO WAR PRODUCTION tactude: the 
preee @ 
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. 
UTS ALL BACK THE ATTACK ~SUY ORE 
WAR BONDS 


SNAPPED AT ANPA SESSIONS—In these groups, taken at the ANPA convention in New York, are, left to richt: at the 
Bureau of Advertising dinner, Paul B. West, ANA president, and William Wallace, president, NAEA, and advertising man- 
ager, Toronto Star; Norman Chandler, president, Los Angeles Times, Edwin S. Friendly, vice-president and general manager, 
and Lt. Thomas W. Dewart, president, New York Sun; and Frederick C. Crawford, chairman, National Association of Manu- 
facturers, and president, Thompson Products, and Frank E. Tripp, Bureau of Advertising chairman and general manager, 
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came true. Then the war—and with all of its 
horrors, it brought good jobs at good pay for 
everyone here at home. 


sistible torrent that will carry many a new 


“f 3 She’s not mourning 
7 _*. the carefree ’20s. She 

{ doesn’t remember 
& es Fa them. She was wear- 
ing three-cornered -pants in those days. 


brand name to glory—and many a well- 


known one to oblivion. 


Today, she’s doing her part to win the war— 
in war plants, in stores, in offices, on farms. 


Yes—she’s going to buy, and buy, and buy. 
Ice chests and automobiles. Houses and hair- ist say: 


She’s not the woman who used to say, pins. Food and furniture. Everything she’s now re 


; ' : Tomorrow, she’ll be winning the Peace—be- 
“Charge it and send it, please”—and is now / 6 


selling the family silver to pay punishing 
taxes. 


She is the woman of today, and tomorrow. 
The great middle class—the class of America. 


She grew up in a world of depression—of 
leaf-raking and rosy promises that never 


cause she is resolved that there shall be no 
more doles for her or hers. 


She is building up a mighty backlog of sav- 
ings. She’s piling up the money she’ll need 
to buy the things she wants. And when the 
war’s end opens the dam, the buying power 
she’s storing up will burst forth in an irre- 


always wanted, but couldn’t have before. 


* * * * 
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